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Rough Proofs 


Non Fiction Book Club head- 
lines its initial ad, ‘““What, another 
book club?” 

What, another contribution to 
the paper shortage? 

-_ = =| 


It would be interesting to learn 
if Harry Scherman, who origi- 
nated the book club idea and has 
done right well with it, partici- 
pates in the profits of its progeny. 
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Advertisers and readers seemed 
to get a kick out of the atomic 
bomb issue of The New Yorker, 
but it must have been tempered 
with the hope that the editors 
wouldn’t do it again. 
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The Federal Register finally 
squeezed 6,000 pages of rules and 
regulations of government agen- 
cies into a 2,000-page issue. That’s 
a break for the business men who 
have to learn them by heart. 
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“The Feminine Factor in Adver- 
tising” is the subject of one of the 
lectures in the CFAC educational 
course. and if it promises to an- 
alyze <_e time buyers, all the sta- 
tion reps will attend. 


VF 


“Soldiers and sailors got along 
without cotton pajamas. Civilians 
can too,” says a consumer group. 

You’re just being forced to wear 
silk. 
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Just about the time the farmers 
quit shkinping cattle to market, 
Nation® | Business ran an ad fea- 
turing a picture of stockyard pens 
fv"! of beefsteaks on the hoof. 
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Denver automobile dealers take 
the well known brands of tires off 
their new jobs and substitute an- 
other make. This plan should work 
fine until car buyers start to ask 
questions. 

vv¥epy? 


A disgruntled patron of the 
penny weight-and-fortune-telling 
machines complains that their 
writers are now borrowing all 
their gags from the worst of the 
radio programs. 
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The Chicago Tribune has ex- 
posed the black market in hotel 
rooms, Pullman space, etc., and 
the only negative angle is that it 
may make some of the more mod- 
est operators feel like pikers. 
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Either Gracie Fields or her press 
agent is now advertising her as 
the world’s greatest entertainer, 
and maybe this is all right with 
her compatriot, Bea Lillie. 
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Hedda Hopper complains that 
when an exclusive movie story is 
“checked,” it’s released to every- 
body. Publicity departments are 
so helpful that way. 
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Helena Rubinstein offers the 
ladies a choice of three faces: The 
luminous look, the glamorous look, 
the young, young look. 

How much for just the young 
look? 

Copy Cus. 
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MORE THAN 50 magazines and farm 

papers are carrying Beltone Hearing 

Aid Co. ads, placed by H. M. Gross 

Co., in the company's largest drive. 

All are keyed, like this one in This 
Week Magazine. 


Belfone Emerges 
as Top Advertiser 
of Hearing Aids 


Cuicaco—Beltone Hearing Aid 
Company, running keyed, usually 
couponed advertisements in more 
than 50 magazines and farm 
papers, has become the nation’s 
largest advertiser of hearing aids. 
Since the first of the year, Beltone 
has doubled its ad budget to 
emerge as the leader in its field, 
well ahead of Western Electric, 
Sonotone and Zenith. 

Besides the budget for national 
media, which will perhaps top 
$200,000 this year, Beltone and its 
170 dealers will probably spend 
twice that amount for newspaper 
advertising. H. M. Gross Com- 
pany here handles the account, 
with the exception of reader-type 
newspaper ads, for which Guen- 
ther-Bradford & Co. here is the 
agency. 

Backbone of the drive consists 
of two-column insertions, with 
second color where obtainable. 
Most feature the points that the 
Beltone Mono-Pac is “all in one 
unit” and “hardly larger than a 
deck of playing cards.” 

Magazines used include Ameri- 
can Magazine, Better Homes & 
Gardens, Dell Men’s Group, Ex- 
tension, Good Housekeeping, Grit, 
Hillman Romance Group, Hol- 
land’s, Household, Ladies’ Home 
Journal, Liberty, Life, Look, 

(Continued on Page 67) 


|Do They Listen 


to sustainers? Ratings 
show they do, Page 49. 
Other features: 


Ad-libbing eT ee 
Editorials .. wee err 
Feature Page ........... eck s 
Getting Personal .................. 32 
Information for Advertisers......... 12 
ON eee 
Pe rer 65 
Photographic Review .............. 69 


Private Lines 
Rough Proofs 
Voice of the Advertiser............ 42 


Revion, Columbia 
Records Tie Up 
for Dual Splash 


New York—One of the highest 
powered double-barreled promo- 
tional barrages since the war, a 
heavily budgeted tie-up between 
Revlon Products and Columbia 
Recording corporations aimed at 
making the nation “ultra violet’- 
conscious, will explode late this 
month. 

The idea: To introduce, simul- 
taneously, Revlon’s new fall Ultra 
Violet shade of nail polish, lip- 
stick and other cosmetics, and 
Columbia’s new Dinah Shore re- 
cording of a perennial favorite, 
‘“Who’ll Buy My Violets?” (Fashion 
dictators have proclaimed violet 
the “official” accessory color for 
fall.) 

Conceived and mapped out by 
McCann-Erickson, agency for both 
Revlon and Columbia, the “multi- 
million doHNar’ campaign is cal- 
culated to “score more than 40,- 
000,000 reader impressions” during 
October and November in news- 
papers, business and general mag- 
azines. Network radio also will 
be used. 


Plans Color Spreads 

Revlon, heralding its Ultra 
Violet shade as the “first really 
new make-up color created in 
years,” will break color spreads 
in Harper’s Bazaar, The New 
Yorker, Town & Country and 
Vogue and full-color pages in 
Charm, Cosmopolitan, Dell Modern 
Group, Glamour, Good House- 
keeping, Hillman Screen Publica- 
tions, Hunter Screen Publications, 
Ladies’ Home _ Journal, Life, 
Mademoiselle, McCall’s, Macfadden 
Women’s Group, Modern Screen, 
Motion Picture, Photoplay, Red- 
book and Woman’s Home Com- 
panion. 

Columbia, hailing Miss Shore as 
“the first lady of popular song,” 
will break pages in Collier’s, Life, 

(Continued on Page 65) 


promote Dinah Shore's new “ultra ver- 
sion of ‘Who'll Buy My Violets?’ . . . 
inspired ‘by Revlon's newest top-fashion 


color creation, ‘Ultra Violet’."" The 
copy is part of a joint promotional 
campaign by Revion and Columbia. 


First ‘Ebony’ Ad 
Drive Emphasizes 
Paradox of Racism 


CuHIcAGO—With ads as startling 
as its own unprecedented success, 
Ebony, 10-month-old Negro 
monthly picture magazine, has 
launched its first national adver- 
tising drive. Insertions of 560 lines 
ran yesterday in the Chicago Trib- 
une and New York Times and 
others will run later in an ex- 
panded list of metropolitan dailies 
each month. 

Brought out in November, 1945, 
by 29-year-old publisher John H. 
Johnson, Ebony’s circulation has 
bounded from its initial 73,000 
copies to about 500,000 circulation. 
This has been accomplished in the 
face of paper shortages and ex- 
tremely tight press facilities here. 

Looking hopefully toward a 

(Continued on Page 70) 


the agency. 


prospers.” 


the Mutual network. 


the agency. 


magazines are scheduled, on a $1,500,000-a-year annual basis. 
continues to sponsor Henry Taylor’s news broadcasts twice weekly on 


Last Minute News Flashes 


Pan-American Promotes U. S. Routes 

New YorK—Pan-American World Airways took full pages in cities 
which would be served by the new domestic service for which it has 
applied to CAB to announce that it has asked permission to fly within 
the United States. Advertisements appeared in Boston, Chicago, De- 
troit, Houston, Los Angeles, Miami, New Orleans, Philadelphia, Seattle, 
San Francisco and Washington. New York, also on the list, was omit- 
ted because of the trucking strike. 


J. Walter Thompson Company is 


General Motors Resumes Institutional Ads 
‘Detroir—General Motors Corporation is resuming institutional ad- 
vertising in magazines, through Kudner Agency, after an absence of 
six months, on the new theme, “The public profits when a business 
About 20 general, youth, educational, executive and trade 


GM 


Calvert Adds Dailies to Campaign 

New YorK—Calvert Distillers Corporation will add newspapers to 
its “Men of Distinction” campaign in 500-line ads twice a month in 39 
dailies in 36 key cities. Copy will use scratch-line drawings of the color 
photographs used in the magazine series. 


Geyer, Cornell & Newell is 


Begins Newspaper Series for Sheffield Cigarets 
New YorK—Fleming-Hall Tobacco Company will start a newspaper 
drive for Sheffield cigarets Sept. 30. 
will stress Sheffield as “a quality cigaret at a popular price.” 
will appear in 44 newspapers in 41 cities. 
(Additional News Flashes on Page 71) 


In small space, the company 


Copy 
Maxon, Inc., is the agency. 


Truck Strike Hits 


N. Y. Newspapers, 
Booms Radio Spots. 


Creeping Paralysis 
Spreads Over City's 
Distribution System 


. NEw YorK—The strike of truck 
drivers of Local 807, International 
Brotherhood of Teamsters, AFL, 
spread a creeping paralysis over 
the city’s distribution system last 
week and resulted in drastically 
curtailed newspaper editions, 
many without advertising, and a 
flood of amusement and retail ad- 
vertisers scurrying to buy time on 
local radio stations to fill the gap. 

As the lack of deliveries cut 
into supplies of newsprint, all 

New York dailies except the News 
had eliminated all advertising ex- 
cept announcements of record. 
Immediately all major motion pic- 
ture companies rushed to buy 
available time, especially news and 
choice one-minute spots, in order 
to keep attendance and box-office 
receipts rolling in at local theaters. 


‘Times’ Loses $100,000 Daily 


The Times, down to 16 pages by 
Wednesday from a normal of 
about 52, lost linage estimated at 
about $100,000 a day. The Herald 
Tribune went down to 12 pages, 
the Daily Mirror to 8 (an edition 
heralded to its readers as a fu- 
ture “collector’s item”), and the 
Sun, World-Telegram and Jour- 
nal-American to 14. 

Only the Daily News and the 
Post survived with any advertis- 
ing volume at all, the former pub- 
lishing 72 pages and the latter 44 
on Wednesday. The Post ran an 


Adam Hat Quits 
Fights, Switches 


Account to Biow 


Nev’ YorK—Adam Hat Stores, 
Inc., ,;f 'l move its account from 
Lal +f ee Ellis to the Biow Com- 
pan,®Nater this fall, AA has 
lear ed. 

The company, which formerly 
sponsored the boxing broadcasts 
of the independent bouts of the 
Boxing Promoters of America first 
on the defunct Associated net- 
work, then on ABC, will definitely 
not return to boxing broadcasts 
unless it can get top-flight fights. 

LaRoche & Ellis began a 70-line 
campaign for Adam last Tuesday 
to run until Oct. 12 in 84 news- 
papers in 54 cities, featuring a ce- 
lebrity theme. After the cam- 
paign’s end, the account will move 
to Biow. 

Future advertising plans are 
undecided. The company has been 
building a merchandising program 
to include haberdashery and re- 
lated items in its hat stores, and 
expects to increase its non-hat 
sales volume as materials become 
available. 

This is the second agency shuf- 
fle for Adam this year. The ac- 
count was formerly handled by 
Buchanan & Co., then moved to 
LaRoche & Ellis shortly after 
Chester LaRoche joined the 
agency. 
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adless issue en Thursday and the 
News had devised a schedule to 
go into effect Friday, cutting the 
weekday edition to 24 pages and 
the Sunday to 32 with all adver- 
tising eliminated except 2,600 lines 
of amusement ads, compared with 
an average week’s volume of more 
than 500,000 lines. On this sched- 
ule, with a possible further cut to 
20 pages weekdays, the News ex- 
pects to last until the end of the 
month if necessary. 

William Mapel, vice-chairman 
of the Publishers Association of 
New York City, reported at mid- 
week that several papers would 
have to stop publication if the 
strike continued for another week, 
A survey of newspapers by AA 
found that all papers intended to 
stretch their newsprint supply, 
publishing four-page editions if 
necessary, so that they would 
maintain continuous publication 
throughout the strike. 


Radio Business Up 


Several local radio stations sur- 
veyed by AA unanimously re- 


ported an increase in motion pic- 
ture advertising. WJZ, ABC out- 
let, sold $5,460 worth of strike- 
born time in the first two days 
of last week, with heavy emphasis 
on news programs. WOR, Macy- 
Bamberger-owned Mutual outlet, 
doubled its movie advertising vol- 
ume and sold three women’s pro- 
grams to R. H. Macy department 
store. WEAF, WABC and WHN 
all reported an increase in movie 
business, while WNEW and 
WMCA added the Hearn, Gimbel 
and Bloomingdale department 
store advertising to their emer- 
gency advertising. 

The bulk of the advertising that 
moved to radio as a result of the 
newsprint shortage was placed on 
a day-to-day basis with no in- 
dication that the extra radio vol- 
ume would stay with the medium 
when newspaper space is again 
available. 

Grocery products, printing, beer, 
and garment industries were 
among those hard hit by the dis- 
tribution breakdown. 


Ford Signs 8rd 
Video Contract 


New YorK—Ford Motor Com- 
pany further shifted its radio-ad- 
vertising sights toward man-in- 
the-street appeal in the past fort- 
night by (1) dropping its Sunday 
evening program on ABC and (2) 
signing with DuMont’s WABD to 
sponsor telecasts of seven home 
games of the New York Yankees 
in the All-American pro football 
conference. 

First telecast on the schedule 
was the Yankees’ opener last Sat- 
urday night against Buffalo. The 
contract, signed through J. Wal- 
ter Thompson Company, also calls 
for a telecast of the Yankee- 
Brooklyn Dodgers game in Brook- 
lyn Nov. 28. 

The deal with DuMont aug- 
ments Ford’s heavy sports telecast 
program with CBS’s WCBW cov- 
ering Columbia University’s home 
grid games and all Madison 
Square Garden sports events other 


ata’ 
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than Promoter Mike Jacobs’ box- 
ing bouts. 

“The Ford Festival of American 
Music,” summer replacement for 
the motor company’s Sunday eve- 
ning symphony program, will 
leave the air following the Sept. 
22 broadcast and the air time has 
been cancelled. Kenyon & Eck- 
hardt handled this account for 
Ford. A new program, along this 
line, if any, will not be scheduled 
until some time next year. 


Agency Changes Name 


The name of Murray Breese As- 
sociates, New York, has_ been 
changed to Breese, Enloe & Elliott- 
Smith. Principals in the agency 
are Murray Breese, Cortez F. 
Enloe Jr., and Paul Elliott-Smith. 


Names Kemmerrer 


Fairbanks-Murray, Los Angeles, 
distributor of California decora- 
tives, a new line of giftwares in 
aluminum and copper, has named 
Kemmerrer, Inc., Hollywood, to 
handle its advertising and sales 
promotion. : 


THIS IS WHY 


MOTOR CAR 
ADVERTISING 


: It just makes sense. 


GOES INTO HOMETOWN 


DAILY NEWSPAPERS — 


13% 


STATES ARE MADE IN THE HOMETOWN 
DAILY NEWSPAPER MARKET 


IN THE 11 WESTERN STATES . 


¥, of all retail sales are made 
outside the six largest cities 


Let us show you how. 


AUTOMOTIVE 


27 SALES IN THE 


6 LARGEST CITIES 


OF THE AUTOMOTIVE 
SALES IN THE 11 WESTERN 


, ago, automotive advertising in the 11 Western 
States used to be concentrated in metropolitan centers. 
Now it spreads out, in a// Hometown Daily Newspapers 
to cover this Primary Market, outside the six largest cities. 


Motor Car manufacturers tested this plan thoroughly. 
Result — More cars sold. It will work the same for you. 


Hometown Daily Newspaper Publishers, 625 Market 
Street, San Francisco 5, California. 


HOMETOWN DAILY NEWSPAPER 
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Eversharp-Schick | 
Plans $227,000 
Newspaper Drive 


New York —Eversharp, Inc., 
will spend $227,000 in a three- 
month newspaper campaign for 
its CA and Skyline pens, begin- 
ning in October and continuing 
until the end of the year. 

The campaign will get under 
way in 127 newspapers of 123 
cities in October, will be expanded 
to 164 newspapers in 169 cities in 
November, and will wind up in 
138 newspapers of 121 cities. 

It follows an announcement 
that Eversharp, and its new ac- 
quisition, Magazine Repeating Ra- 
zor Corporation, would spend $6 
million in advertising during the 
current year. With the newspaper 
drive, it is expected that the to- 
tal expenditures of the company 
may approach the $6.5 million 
mark. 

The company will shortly an- 

nounce some new products, pre- 
sumably in addition to the 
women’s razor to be introduced 
this winter. J. M. Mathes, Inc., 
is slated to handle promotion for. 
the women’s razor, but the rest 
of the Eversharp-Schick account 
is handled by Biow Company. The 
company’s public relations ac- 
count was recently placed with 
Carl Byoir & Associates, which 
shortly before had removed Rey- 
nolds Pen Company from its list 
of clients. . 
Eversharp’s 1946 budget had 
previously been set at about $4.8 
million compared with $3 million 
spent in 1945, and Schick’s adver- 
tising was estimated at $1.6 mil- 
lion (AA, Aug. 19). 


Ad Linage Up in July 

Canadian Daily Newspapers As- 
sociation reports that advertising 
linage in Canadian daily news- 
papers was 19.2% greater in July, 
1946, than in the same month last 
year. National advertising linage 
was up 14.7%, local advertising 
14.6%, and classified 30.1% in the 
month. Advertising linage carried 
during the first seven months of 
1946 was 12% greater than in the 
same period of 1945. 


To Leckwood-Shacheliesd 


W. J. Schminke, manufacturer 
of Pat Premo sportswe* 
pointed Lockwood-Shackeuord, 
Los Angeles, to conduct its forth- 
coming campaign. 


Appoints Ranft 

O. J. Ranft, formerly with John 
H. Perry Associates, has joined 
the Chicago office of the St. Louis 
Post-Dispatch as national adver- 
tising salesman. 


GREENWICH | 
LEADS! 


In Greenwich, Conn, | 
(34,000 Population) 


$9,204,000 


was spent in 1945 for 


FOOD 


(Source—1946 Sales Management) 
This Market 
Deserves Your 
A” Schedule 
In 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in America” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 

Boston 


New York Chicago 
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Sometimes a minnow 


looks like a 


.. . WHALE! 


Exaggerated perspective creates optical illu- 


sions in many fields. In newspaper advertis- 


TUL 


ing, for instance, a newspaper with a whale 
of a circulation may open only a minnow-size 


market to you. 


For the number of readers who merely see 


your advertisement is not the complete story. 


Ta: 


= + 


Sales response comes chiefly from readers 


TT 


g TE 


near your retail outlets—readers who see 


your ad and can act upon it conveniently. 


The effectiveness. of The Chicago TIMES 
rests on a sound basis. The TIMES goes 


home each evening to approximately a half- 


million representative Chicago 


families. 96 per cent of these fam- 
ilies are concentrated in Chicago 
and suburbs, close to your retail 
outlets. The TIMES will take your 
sales message to them at one of the 
nation’s lowest evening newspaper 
rates per thousand readers. 


To sel/ them in Chicago, fel! them in 


‘THE TIMES 


CHICAGO'S URE NEWSPAPER 


“3 AMRER. MFG: CONCERY, 
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Issues Catalogs Listing 
Institutional Movies 


Films, Inc., New York, has is- 
sued a catalog listing films avail- 
able for institutional showings. 
Full-length feature subjects 
clude popular films suitable _for 
any type of audience, as well as 
cartoons and special features, short 
subjects and songs arranged for 
group singing. The company has 
also released its 1946-47 School 
List catalog, which includes a list 
of 16 mm. presentations of popular 


in-| 


full-length movies and films on 
various school subjects, cartoons 
and other short subjects. Copies of 
the catalogs may be obtained on 
request. 


Open Los Angeles Branch 


Container Testing Laboratories 
has opened an office at 9047 Wil- 
shire Blvd., Beverly Hills, Cal., 
with Lee M. Smith, formerly sales 
manager of the Chicago division 
of Fort Wayne Corrugated Paper 
Company, in charge. 


Gormley Joins OAI 


Jack Gormley, formerly assist- 
ant director in the public rela- 
tions department of General 
Motors, has joined the Detroit of- 
fice of Outdoor Advertising In- 
corporated to handle the Chevro- 
let and General Motors institu- 
tional accounts. 


Form Handbag Company 

Milton Rashkow, formerly gen- 
eral manager in charge of sales 
and production of Koret, Inc., and 


Advertising Age, September 16, 1946 


Joseph D. Neikirk, sales manager 
of Nat Lewis Purses before join- 
ing the Army in 1942, have formed 
Lindelle, Inc., a new handbag 
manufacturing concern, with a 
factory at 153 W. 15th St., New 
York. Showrooms and offices are 
under construction at 149 Madison 
Ave. 


Club Algiers to Randall 


Club Algiers, Farmington, Conn., 
has named Randall Agency, Hart- 
ford, to handle its advertising. 
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A STUDY OF COSTS over a period of 


20 years has upset some popular beliefs 


about where the most profifable business 


comes from for manufacturers and job- 


bers. This study shows that dealers out- 


side the suburban area of the big cities 


account for % of total annual profit. 


The reason for this is that a large per- 


centage of big city accounts carry small 


stocks and place small orders daily to 


meet customer’s needs. Handling costs 


eat up profits on small orders. The deal- 


THE FAMILY NEWS MAGAZINE THAT 
INFLUENCES MAIN STREET, U. S. A. 


GRAHAM PATTERSON, Publisher 


Philadelphia, 230 West Washington Sq. * New York, 420 Lexington Ave. 


Chicago, 180 North Michigan Ave. « 


¢ Detroit, General Motors Bidg. 


er in the small city or town can’t do bus- 


iness this way. He must carry adequate 


stocks. Consequently his orders average 


bigger and are more profitable. 


The above sales cost study is yours for 


the asking after September 15. Write or 
phone PATHFINDER, the only news 


magazine that concentrates on the rich 


Main Street market. Puts more than 


800,000 circulation into influential small 


city and town homes. And is growing 


fast and steadily. 


Airlines Boost 
‘46 Ad Budgets; 
American in Lead 


WASHINGTON — Advertising and 
publicity expenses of 20 domestic 
air carriers ran nearly a million 
dollars more during the first five 
months of 1946 than the corre- 
sponding period of 1945, accord- 
ing to reports filed with the Civil 
Aeronautics Board. 

During the five months ending 
May 31, the carriers spent $3,- 
383,019 for advertising and pub- 
licity, compared with $2,448,380 
during that period last year, when 
their fleets were still at shrunken 
wartime levels. 

American remained the most 
active, boosting a $502,091 bud- 
get for the first five months of 
1945 to $715,279 for the same pe- 
riod this year. United remained 
second, up from $393,823 to $490,- 
680. TWA domestic continued in 
third, increasing its spending from 
$343,862 to $411,753. 


Two Spend Less 


Others increased their spending 
above the $100,000 mark for the 
five months, as the competition for 
air passengers sharpened. PCA 
was up from $84,600 to $173,124; 
Western from $48,656 to $132,133; 
Northwest from $7,972 to $122,335, 
and Delta from $47,118 to $114,454. 

Two airlines spent less money. 
Eastern was down from $246,920 
to $167,881, and Braniff from $84,- 
694 to $65,763. 

The carriers reported a_ loss 
from operations of $1,634,826 as 
compared with net revenue of 
$16,348,826 for the same period:of 
last year. Revenue miles flown 
went from 75,000 to 115,000. Op- 
erating revenue from passengers 
rose from $60,000 to $96,000, but 
revenue from mail was off from 
$13.8 million to $8.7 million, and 
revenue from freight and express 
fell from $4.9 million to $3.9 mil- 
lion. 


Lever Boosts Washers 


in Rinso Promotion 

In a special promotion for Rinso 
detergent, Lever Brothers Com- 
pany, Cambridge, Mass., has be- 
gun a month-long campaign pro- 
moting Rinso for use in washers. 
Rinso salesmen are installing dis- 
plays built around new models of 
numerous washing machines in 
approximately 100,000 grocery and 
15,000 home appliance stores. They 
are providing posters, titled “New 
Washers are Coming,” and leaf- 
lets on “How to Choose and Use 
Your New Washer” to stores. 

The campaign will be high- 
lighted by talks on new washing 
machines by Louis C. Upton, presi- 
dent of the 1900 Corporation, St. 
Joseph, Mich., and W. Neal Gal- 
lagher, president and general man- 
ager of Automatic Washer Com- 
pany, Newton, Ia. on Lever’s 
“Amos ’n’ Andy” show over the 
NBC network Oct. 8. Both men 
are Officials of the American 
Washer and Ironer Manufacturers’ 
Association. ; 


Meet 


the people 


who read 
the Pulps 


bie 


information never 
before available! 
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- amount of time to— ‘get it right 7 Employee 
d in ; ; x : a 
aed A STAFF-WRITTEN magazine contains Relations 
more information that is more easily under- ; 
stood — and more profitably put to use — 
; because full-time, responsible stafl-editors 
aing work on a single standard. Get it right is 
the Na it ‘ 
de rigeur! 
. for —— rr ; ‘ 
DCA For instance: Building morale with medi- 
124; cine, shows management men (até all levels) 
133; in the top $1,500 plants responsible for ap- 
335, proximately 89%%, of American production, 
454. how to set up a good industrial-hygiene pro- 
ney. gram that cuts absenteeism 30°%; cuts labor 
ep turnover 30%; cuts accident frequency 40°,. 
oes ‘Thirteen story-telling photos help get the 
ie story across via pictorial journalism. 
5 as This is just one of the September 15 issue’s 
. of many stafl-researched, stafl-written articies 
id: of that powers management men—at all levels 
own —with fresh perspective. ..that demonstrates 
Op- Modern Industry’s edi-pictorial technic for 
— opening a management man’s cyes in order. 
‘ to open his mind. 
from 
and Boiled down—there ave 12 reasons why staff- 
oress research, staff-writing, and pictorial journalism (ow) 
mil- edi-pictorial technic) make Modern Industry more 
useful to more readers. We'll be glad to mail them. 
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of nurses and patients used to plan best lay- dents, by departments, keep foremen ends of trip to Fafnir hospital, to pre- women’s rest room at Anderson & Sons, 
outs for clinics and plant hospitals. informed at Fafnir Bearing Co. vent “soldicring”. Inc., offer health tips. 
More plants... 2 More management More reliable edi- More pictorial jour- 
reaches more than <9 men... largest US. torial material . . . nalism .. . picture- 
31,500 U.S. plants Crd coverage (at all influ- unbiased, objective _. eae stories best 
making 89 % of manu- , ential levels) of any staff-written articles, liked by all readers. 
factured products. Blankets magazine specifically edited triple-checked foraccuracybe- Nearly all articles use this Tear sheets of any of these articles from the 
all industries with more than for — and directed to — all fore printing, avoid the slant- interest-holding technic for September 15th issue sent on request. 
50,000 copies every month. manufacturing industries. ing of contributed material. sharper presentation. 
Building morale with medical care 
mit Even in small plants an A-1 industrial 
More area per page More visibility -+.no More response . . . “2 More prestige .. . in- hygiene system pays cash returns, too. 
, like Texas, solid advertising sec- again and again, ads fluential audience — 
Modern Industry tions to reduce sales produce inquiries backdrop of editorial 49 cost-savers for your office 
a gives more space— chances for your ad. from 50-366% lower character, pictorial How to junk useless paper work by #p- 
40% more than usual busi- Every ad placed next or Close, cost than same keyed ads in atmosphere, impressive di- plying production-line techniques to 
ness publications. Now—pre- to editoria! material. This de- magazines with 3-20 times mensions .. . the stage is dra- white collar jobs 
sent your facts pictorially. livers the full reader traffic. greater circulation. matically set for advertisers. ae JOM 
. How to turn minuses into pluses 
| , - Customers’ growls can be sales builders. 
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Magazine Leaders 
Ponder Expanded 
Industry Activity 


NPA Elects Fuller, 
Studies Problem of 
Rising Costs 


Montauk, L. I.—Plans for a 
great expansion in the activities 
of the National Publishers As- 
sociation, with special emphasis on 
magazine leadership research, 
were submitted at the annual 


meeting by Howard Ehrlich, Mc- 
Graw - Hill Publishing Company, 
who reported the results of the 
studies of an organization commit- 
tee appointed last June. The re- 
port will be considered and acted 
on later. 

in pointing out the necessity for 
a broader program of research by 
the magazine industry, Mr. Ehrl- 
ich said that all other major media 
have undertaken research which 
is helping advertisers to evaluate 
their effectiveness more exactly, 
and that lack of a research pro- 
gram is a handicap to magazine 
advertisers and publishers. 

“Spokesmen for both the ANA 
and Four A’s are not impressed 
with the argument that leadership 
studies would tend to increase 
competitive selling, which they 


understand are the reasons that 
have been advanced by the maga- 
zine industry for failure to coop- 
erate,” he said. 


Many Activities Suggested 


“The association, as spokesman 
for the industry, is charged by our 
two most important groups of 
customers with having an arbi- 
trarily negative attitude on what 
they consider a vitally important 
development in our business.” 

Mr. Ehrlich’s committee recom- 
mended more promotional efforts 
on an industry basis, commending 
the work already done by the 
Magazine Advertising Bureau, and 
suggesting the possibility of the 
bureau being taken over by the 
association. Among other activi- 
ties which were suggested as de- 
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serving attention are agency rela- 
tions, employe relations, cost in- 
formation, statistical service, edu- 
cational activities, cooperation 
with allied industries and public 
relations. 

The enthusiasm with which the 
report was received indicated that 
many of the projects proposed 
would be given serious considera- 
tion. Don Shook, executive vice- 
president of the association, is re- 
tiring to join Look magazine and 
final decision on the expansion 
program will no doubt be delayed 
until this position is filled. 


Study Rising Costs 


Officers and committees reported 
to the membership during the 
two-day session. Increasing costs 
of publishing were emphasized in 
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many of the reports, and it was 
indicated that in view of the op- 
erating deficit of the Post Office 
Department in the fiscal year just 
ended, some increases in second 
class postal rates are likely to be 
legislated. 

Frank Braucher reported for the 
Magazine Advertising Bureau and 
discussed possible expansion of its 
activities in behalf of magazine 
advertisers and publishers. 

Walter D. Fuller, Curtis Pub- 
lishing Company, who served as 
president of the NPA after the 
death of William B. Warner sev- 
eral months ago, was elected 
president. Other officers chosen 
are Howard Ehrlich, vice-presi- 
dent; A. E. Winger, Crowell-Col- 
lier, vice-president; F. L. Wurz- 
burg, Conde Nast, secretary, and 
Arthur S. Moore, Hearst Maga- 
zines, treasurer. 

Directors reelected are James 
F, Barton, American Legion Maga- 
zine; R. E. Berlin, Hearst Maga- 
zines; Fred Bohen, Meredith Pub- 
lishing Company; Marvin Pierce, 
McCall Corporation, and Messrs. 
Fuller, Wurzburg, Winger and 
Moore. Harold Wise, Macfadden 
Publications, was chosen to fill a 
vacancy caused by the resignation 
of Carroll Rheinstrom, of the same 
organization. Three new director- 
ships were filled by the election of 
Ford Stewart, Christian Herald; 
George Hecht, Parents’ Magazine, 
and Gardner Cowles, Look. 


FC&B Names Abbott 


Leith F. Abbott, formerly direc- 
tor of promotion and public re- 
lations of Station KALE, Port- 
land, has been named Pacific 
Northwest representative of Foote, 
Cone & Belding, with offices in the 
Pacific building, Portland, sched- 
uled to open Oct. 1. 

Kelmar LeMaster, previously in 
the advertising department of the 
Portland Oregonian and the Seat- 
tle Post-Intelligencer, will succeed 
Mr. Abbott at KALE. 


Challenges Ad Law 


The Chronicle & Gazette Pub- 
lishing Company, Portsmouth, 
N. H., publisher of the Portsmouth 
Herald, is preparing briefs for ap- 
peal to the U. S. Supreme Court 
from a 3-2 decision of the New 
Hampshire supreme court uphold- 
ing a state law providing that no 
paper or radio station shall charge 
special high rates for political ad- 
vertising. The publisher contends 
the law abridges freedom of the 
press (AA, July 22). 


Amvets Convene 


About 60 members and visitors 
attended a luncheon meeting last 
Wednesday of Advertising Amvets 
(American Veterans of World War 
II) held at Marshall Field & Co., 
Chicago. Paul Kelly, with Tatham- 
Laird, Inc., chairman of the group, 
pointed out that Amvets is in no 
way connected with the American 
Veteran’s Committee. 


Reopens Agency 

Sol Silverstein, formerly with 
Solis S. Cantor, Philadelphia, has 
reopened his agency, known as In- 
tegrity, with offices at 1411 Wal- 
nut St., Philadelphia 2. 


Promotes Boyce 


E. C. Boyce, manager of adver- 
tising and mail order sales of 
Southern States Iron Roofing Com- 
pany, Savannah, Ga., has been 
named director of advertising. 
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. . - Bruce Russell of the Los Angeles Times 


When an artist, of all people, sits for his portrait, he puts on 
his best Sunday smirk—giving us ~ smiling Cugat-ature 
of Editorial Cartoonist Bruce Russell, winner of the 
1946 Pulitzer Prize. 
Usually drawing instead of | posing, Mr. Russell daily dissects with agile pen the humorous, momentous, 
sometimes tragic high spots of the day’s news. His penetrating cartoons abl to the intelligently-diversified, 


family-wide appeal which makes the Times “everybody’s newspaper” in Southern 


_ California . . . delivered to more homes than any other West Coast daily. 


LOS ANGELES 


a 
~~ 
» 


Represented by Williams, Lawrence & Cresmer ° New York Chicago ° Detroit and San Francisco 
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Greater Coffee 
Use Sought in 
Industry Campaign 


Cxuicaco—More than 650 coffee 
importers, roasters, and growers’ 
representatives last week settled 
down to the serious business of 
persuading Americans to have an- 
other cup of coffee, a day. 

While the OPA received its 
usual lambasting at the annual 
convention of the National Coffee 
Association, the bulk of the meet- 
ings were directed at launching a 
promotional campaign aimed at 
lifting coffee consumption in the 
U. S. from its present 20,000,000 
bags annually (about two cups per 
person per day) to an unprece- 
dented 30,000,000 bags. 

To bring about this increase, the 
Joint Coffee Promotion Committee, 
composed jointly of representa- 


tives of the Pan American Coffee 
Bureau and the National Coffee 
Association, is launching a “Have 
Another Cup” campaign in The 
American Weekly, Collier’s, Coun- 
try Gentleman, Farm Journal, 
Life, Look and The Saturday Eve- 
ning Post. The ad series will run 
through the fall months. Subse- 
quent advertising plans for this 
winter and next spring have not 
been disclosed. 


Sponsors Essay Contest 


Other promotional plans include 
sponsorship of an essay contest in 
more than 22,000 high schools, to 
gain more coffee drinkers in the 
youth market. Details of the con- 
test, which offers more than $1,900 
in prizes, are being publicized 
through posters and booklets in 
the schools. 

Always concerned with proper 
methods of brewing coffee, the as- 
sociation during the past 12 
months has awarded its seal of 
approval to 26 different coffee 
brewers made by eight different 
manufacturers. This, the conven- 


tion was told, represents a sub- 
stantial portion of the coffee brew- 
ers made in this country. A few 
recalcitrant makers, the brewing 
committee admitted, were not so 
easy to convince, and plan to get 
along as best they can without the 
seal. 

So many different grinds are on 
today’s market, the brewing com- 
mittee said, that the average con- 
sumer has only a vague idea of 
what he’s buying. To offset the 
confusion, the association is under- 
taking a standard grind labeling 
system. For an initial fee, roast- 
ers may have their grinds an- 
alyzed and establish uniformity of 
grinds with other roasters. 


Cite Extensive Competition 


While the efforts of the joint 
promotion committee are directed 
at U. S. buyers, promotional funds 
estimated at about $700,000 were 
derived from a five-cent per bag 
contribution by Pan-American 
growers. Association members 
will urge them to increase the as- 
sessment to 10 cents per bag. Only 
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Y% of 1% of green coffee sales is 
allocated to promotion and it rep- 
resents considerably less, propor- 
tionately, than allocations for ad- 
vertising of other beverages. J. M. 
Mathes, Inc., New York, is the 
agency handling the coffee cam- 
paign. 

George V. Robbins, association 
president, added his name to the 
lengthy list of OPA critics when 
he told the convention that war- 
time agencies have been strang- 
ling the coffee industry. The as- 
sociation, he declared, is endeavor- 
ing to effect price decontrol. De- 
control, however, probably would 
not decrease costs of coffee ap- 
preciably, but probably would as- 
sure better supplies and possibly 
better quality. 

Mr. Robbins and other associa- 
tion officers were selected at the 
final session of the convention. 


Purchases Glass Firm 


Clover Leaf Crystal Shops, Chi- 
cago, has been purchased by the 
Monogram Glass Company, Evans- 


ton, Ill. 


Bicycle 


porch swing. 


been associated with 
Company for 12 years. 


Philadelphia * NewYork * 


straws for two 


Grandfather pedaled grandmother on 
a tandem. Then grandmother treated 
grandfather to cooling, sparkling 
Clicquot Club Ginger Ale, sipped on a 


Over 50 years a favorite, this tasty 
ginger ale is still at the top of today’s 
refreshers. Flavor-aging is the reason 
why, and the theme of full-color pages 
now running in national magazines. 


Clicquot Club case sales are at an all- 
time high, and more Clicquot Club was 
bottled and sold last year than at any 
time in the company’s history. We have 


Clicquot Club 


N. W. AYER & SON, Inc. 


Chicago * Detroit 


San Francisco * Hollywood * Boston * Honolulu ¢ London 


Consumer Co-ops 
Revise Structure 
fo Speed Growth 


CoLumBus — Representatives of 
4,000 consumer cooperatives of 
the United States and Canada, at 
the national cooperative congress 
here, sanctioned a proposal, ap- 
proved last month by directors of 
the respective gruups, for realign- 
ment and streamlining of the func- 
tions of national cooperatives and 
the Cooperative League. 

In addition to its present busi- 
ness activities, National Coopera- 
tives will handle publicity, edu- 
cation and publications, and the 
Cooperative League will be in 
charge of public relations, statis- 
tical research and general promo- 
tion. 

A. J. Hayes, general manager of 
Central Cooperative Wholesale, 
Superior, Wis., was elected presi- 
dent of National Cooperatives, 
succeeding I. H. Hull, Indiana 
Farm Bureau Cooperative Associa- 
tion, Indianapolis, president of 
National for 13 years. Other offi- 
cers elected were J. L. Nolan, St. 
Paul, vice-president; Howard A. 
Cowden, Kansas City, secretary- 
treasurer, and T. A. Tenhune, Chi- 
cago, assistant secretary-treasurer. 


Adds Regional Groups 


Two new regional associations 
admitted to membership in Na- 
tional are the British Columbia 
Cooperative Wholesale, Vancouver, 
and Tennessee Farmers’ Coopera- 
tive Association, Columbia, Tenn. 
This brings National’s member- 
ship to 22 regional associations, 
with more than 1,500,000 mem- 
bers in this country and Canada. 

Murray D. Lincoln, Columbus, 
president of the Cooperative 
League, pointed out that the co- 
operatives more than doubled 
membership and tripled business 
during the war period, and are 
expanding today notably in health 
service and housing. 

The members of national coop- 
eratives, he explained, increased 
their wholesale volume from $48 
million in 1939 to $177 million in 
1945. Retail business of co-ops 
affiliated with National, alone, 
passed the $600 million mark in 
1945 and business of all consumer 
co-ops last year was more than 
$1 billion. 

The congress emphasized con- 
sumer co-ops as “the balance 
wheel of a free economy.” To 
help the cooperatives meet “the 
dangers to the national economy 
involved in American monopoly 
finance,” E. R. Bowen, Chicago, 
general secretary of the Coopera- 
tive League, urged them to “de- 
velop cooperative finance much 
faster”; to “invest our savings in 
the common shares of cooperatives 
until they are fully member- 
owned” and to “loan our addi- 
tional savings to cooperatives” to 
expand their facilities. 


Boston Agency Formed 


A new advertising agency to be 
known as Tippett Keough & Co. 
has been formed in Boston, with 
offices at 45 Newbury St. 
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BOB HALL, National Advertising Manager 
Represented by Williams, Lawrence G Cresmer Co. 


Complete coverage of the rich Arizona mar- 
ket can be best reached by advertisers 
through the use of the Arizona newspapers. 
For this reader audience, 600,000 strong, con- 


sistently looks to their newspapers as friendly 
buying guides. 


With 98.1% of the REPUBLIC and GA- 
ZETTE’S daily circulation of 92,305 concen- 
trated in the state, every sales message 
counts. This concentrated circulation com- 
pletely covers Arizona’s expanding markets 
at one low cost. Here is a buying market of 
over 400,000 high income individuals that is 
blanketed by a single advertising medium. 
No other media can do this job as efficiently 


and economically. 


Reach and influence Phoenix and Arizona in 
the best advertising buy in the state. For 
RESULTS, count the REPUBLIC AND GA- 


ZETTE in on your promotion schedules. 


Arizona newspaper 
circulations are 
graphed from stan- 
dard Rate and Data 
Service figures as 
of March 31, 1946. 
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Coleman-Jones Formed 


_ Jerry Coleman, formerly adver- 

manager of Los Angeles 
Soap Company, and Dale Jones, 
formerly advertising manager of 
J. J. Sugarman interests, Los An- 
geles, have formed a new adver- 
tising agency to be known as 
Coleman-Jones, with offices at 404 
W. Ninth St., Los Angeles. 


Daily Increases Price 

The per copy price of the Daily 
News, Lebanon, Pa., has been 
jumped from three to five cents a 
copy, and subscriptions on carrier 
routes from 15 to 20 cents per 


- , 
— Amvucak 


BEST DRESSED GIRLS 
ARE COVER GIRLS 


AFRA Contract 
Talks Start Oct. 2 
on Crucial Issues 


New York — Negotiations be- 
tween the American Federation of 
Radio Artists and the four national 
networks, with representatives of 
the American Association of Ad- 
vertising Agencies present as ob- 
servers, are scheduled to begin on 
Oct. 2. 

Although the exact nature of 
the issues at stake is supposed to 
be a closely guarded secret, net- 
work and agency men this year 
were appraised for the first time 
as to what the general nature of 
the union’s demands would be by 
“leaks” from the AFRA conven- 


tion in Hollywood last month, In- 
dications are that the negotiations 
will be among the most crucial in 
radio history with potential far- 
reaching effects on the economics 
of the industry. 

Notice of reopening of negotia- 
tions after a two-year period was 
given by AFRA in registered let- 
ters on Sept. 1, 60 days before the 
contract’s Oct. 31 expiration date. 


Heads AFRA Faction 


George Heller, executive secre- 
tary of AFRA, will handle the 
negotiations for the union, as- 
sisted by Henry Jaffe, attorney. 
This is Mr. Heller’s first year in 
the top administrative spot, suc- 
ceeding Emily Holt, who had been 
AFRA’s guiding hand and execu- 
tive secretary since the union’s 
inception. Miss Holt resigned this 
spring after what she considered 
unfair charges by one faction in 


the union that AFRA worked for 
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the interests of working members 
only, and that fewer and fewer 
AFRA members were getting most 
of the available jobs. 

An expected rebellion of the 
non-working faction in the union 
did not materialize at the con- 
vention. Instead, Ken Carpenter 
was elected president and Virginia 
Payne, Frank Sinatra, Clayton 
(Bud) Collyer, Minerva Pious and 
Lu Tobin became vice-presidents. 

Among the principal network 
representatives will be Joseph A. 
MacDonald and Charles C. Barry 
of ABC; Frank K. White, Howard 
L. Hausman and Joseph H. Ream 
of CBS; Robert D. Swezey, Phil- 
lips Carlin and Don Hamilton of 
Mutual; and John H. MacDonald, 
Clarence L. Menser and Ernest de 
la Ossa of NBC. 


Four A’s Names Observers 
The Four A’s, in a letter sent 


to agencies this month, notified 


See 
“Reading and 


marks the cards? 


They marked the cards 
in St. Louis 


- 


Wet happens to the game when somebody 


Well, in St. Louis they marked the cards and they're 
still playing for big money—and everybody’s win- 
ning because the gamble has gone out of the game! 


Advertisers are playing their cards (11 x 28) every bit as care- 
fully as their forebears did when St. Louis was a frontier river town. 
Nowadays they don’t play them close to their chests—they play them 
on streetcars and buses, where every month thousands of your potential 
customers see and read them. 


In St. Louis and 98 other Loomis markets, this new generation of card 


Riding 
and ‘Rithmetic” 


players is discovering that there is a science in car cards—a degree of 
scientific measurement of advertising effectiveness that is, in fact, un- 
matched by any other advertising medium today. 


when it comes your way 


Released by the National Association of 
Transportation Advertisers, this slide-film 
quickly (18 minutes) presents the accurate, 
impartial findings of the Continuing Study of 
Transportation Advertising—in six markets. 
The film gives a lot of new information about 
car card advertising, shows how it was ob- 
tained, and why it is accurate. 


NATA is also issuing an up-to-date summary 
of the first six Continuing Studies in handy 


booklet form. Write Loomis for your free copy, 


As a result of the Advertising Research Foundation’s enlightened, care- 
fully conducted Continuing Study of Transportation Advertising you can 
know, before you ever “play a card”— 


1. What per cent of the adult population you can expect 
to reach 


2. Frequency of exposure to your message (riding habits) 
by age, sex and rental groups 


3. Average length of exposure to your message 


4. Average cost of impressing a message on this audience. 


In St. Lovis—for example—it was demonstrated that proved readers for 
an effective car card message can be bought for as low as $3.11 a 
thousand. And in St. Louis 86 per cent of the adult population ride public 
service vehicles. 

Hoyle wouldn't even call this a game—you simply decide what you want 


to win and ante accordingly—and the ante is surprisingly low. Can you 
afford not to sit in? See your Loomis man or write— 
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them that A. K. Spencer, of J. 
Walter Thompson Company, chair- 
man of the Four A’s committee 
on radio broadcasting; Charles T. 
Ayres, Ruthrauff & Ryan, and 
Leonard T. Bush, Compton Ad- 
vertising, would attend the talks 
as agency representatives. Herald 
Beckjorden will be Four A’s co- 
ordinator. The networks, the let- 
ter said, will handle the negotia- 
tions while agencies will sign let- 
ters to the broadcasters (or tran- 
scription companies in the case of 
transcription codes) agreeing to 
abide by the codes. 

While agencies may agree to the 
codes individually and were asked 
to indicate if they wished to have 
observers present, the agencies-to- 
networks-to-AFRA procedure was 
described in the letter as a by-path 
to “permit sponsors and agencies 
to state truthfully they have no 
contract with any union for a 
guild or closed shop.” 


35% Pay Boost Sought 


These points have all been 
rumored as probable AFRA de- 
mands: 

1. Equalization of transcrip- 
tion, commercial and sustaining 
rates, including an over-all 35% 
pay boost. 

2. Elimination of regional dif- 
ferences in pay rates to bring all 
regions up to the New York level. 
3. Extension of AFRA jurisdic- 
tion to television. 

4. Rules governing audience 
participation shows to have all 
participants paid union scale with 
additional provisions, in effect 
making such shows prohibitive. 

5. Organization of all recorded 
talent, including a possible de- 
mand for record royalties similar 
to the American Federation of 
Musician’s contracts. 

On the application of these gen- 
eral demands to specific instances, 
particularly limited network 
broadcasts, transcriptions, spot an- 
nouncements and _ sustainers, a 
good deal of the present economics 
of radio hinges. Although the 
“make-work” faction of AFRA 
seems to have subsided into the 
mass of its 24,000 members, the 
“big-money” group still has the 
agencies and networks worried. 


La Pitre Advanced 
Gertrude E. La Pitre, for the 
past three years special represen- 
tative of the public relations de- 
partment of “Santa Fe Magazine” 
in Topeka, has been appointed 
western editor, with headquarters 
in Los Angeles. 


Ad 


Well, what do you know . . . another FIRST 
for Rockford! The June issue of Illinois Busi- 
ness Review reports a bank debit gain of 34.8 
per cent for Rockford . . . highest percentage 
gain in the 15 leading cities of Illinois. 
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Pty poor Herman Burphe 
His Homachs sown... 
His ovithooks purple | 


More than pity, Herman needs ALKAID'S quick, 
effective relief for his stomach distress! Nothing 
to mix or fix. Eot ALKAID like condy mints. Fast- 


BURPLE TEST—Pine Bros. subsidiary of 
Life Savers, Inc., is testing small space 
humorous newspaper copy in New York 
and Pittsburgh for Alkaid, featuring 
rhymed headlines and line drawings of 
characters like Herman Burple, Michael 
X. O'Bilious, Gertie Grim and Gilbert 
Groan. McKee & Albright, Philadelphia, 
is the agency. 


Armando, Henry 
Stansbury Form 
New York Agency 


New Yorx—Armando, who calls 
himself “New York’s highest paid 
art director,’ and Henry H. Stans- 
bury, newspaperman and former 
partner in Stansbury & Ashe, Inc., 
New York agency, have formed 
Armando & Stansbury Ltd. 345 
Madison Ave., and started busi- 
ness with the Gar Wood Industries 
account, billing $700,000, and 
Apollo Records, billing $500,000. 


Armando (full name) was for-| 
merly art director of Grant Adver-_ 
tising, to which he was credited | 


with bringing the Piymouth ac- 
count from Lennen & Mitchell. He 
joined L&M in 1942 and while 
with that agency created the 
“Chuck Carson” comic strip for 
Plymouth. He entered advertis- 
ing in the art department of Lord 


IN EASTERNS&® 
NORTH CAROLINA 
THE DIALS STAY TUNED 


TO 


In every section of the nation there 
is one station that is recognized as the 
leader. In Eastern North Carolina, 
heart of the rich Bright Leaf Tobacco 
Bele, that station is RF, 

RF is the regional station of a 
wealthy and growing market of 
600,000 population. The WRRF 
trade area, radiating from its home 
in Washington, N. C., includes many 
eae smail towns surrounded 

y one of the most fertile agricultural 
beits in the nation. 

Lase year’s tobacco crop alone 
brought $175,000,000 into this mar- 
ket. This market is a stable economy 
soundly based on agriculture. Its in- 
crease in buying power is due to 
higher prices for its premium prod- 
ucts and increased yields og 
about by scientific farming methods 

If you want to reach this ‘“‘as good 
as gold” market . . . invest your ad- 
vertising doHar in WRRF. Write us 
today for our new informative 
booklet. 


Affiliated With 
ABC NETWORK 


BROADCASTING SYSTEM 

Washington, North Carolina 

National Representatives 
FORJOE & CO. 


New York . tLosAngeles . Chicago 


1946 


& Thomas, and became art direc- 
tor in 1928. From Lord & Thomas 
he went to Buchanan & Co. as art 
director and counselor and was 
active in creating radio programs 
as well as art. 

Mr. Stansbury was editor of 
both the Congressional Intelligence 
and The Capitol Daily in Wash- 
ington from 1933 to 1940, then be- 
came press relations chief for the 
National Association of Manufac- 


turers and later a partner in the 


public relations firm of Selvage 
& Lee. 
Stansbury & Ashe was dissolved 


last month, eight months after its | 
formation to handle principally | 


industrial accounts. 


Buys First Video Time 


Commonwealth Edison Com- 
pany, Chicago, has signed a 26- 
week contract with Station WBKB, 
Chicago, becoming the first pur- 
chaser of Chicago television time. 


The company plans to continue its 
present “Telequizicalls” program, 
which it has telecast weekly on a 
cost-sharing basis. 


CBS Clinics Started 


Postponed from early summer 
because of the national rail strike, 
Columbia Broadcasting System’s 
1946 program managers’ clinics got 
under way last week and are 
scheduled to continue through 
Sept. 26. A total of 170 station 
program managers and directors— 


11 


nearly double last year’s attend- 
ance—is expected to be present 
at the sessions. 


Form Partnership 

H. E, Scherler, operator of his 
own company, H. E. Scherler 
Company, for the past 10 years, 
and A. G. Swinton, purchasing 
agency for Kroger Company, have 
formed a partnership, Scherler & 
Swinton Company, Cleveland, to 
deal in raw and processed nuts 
and nut products in central and 
northern Ohio. 


THANKS FOR THE REMINDER 
BUT I'M ALREADY SOLD ON 
FRED B. COLE. 
HAVEN'T MISSED A SHOW 
SINCE HE FIRST STARTED 


When women start talking about a radio program... 
that's the show for your sales message! And New England 
women are talking about and listening to “The Carnival of 
Music’ presented every day from 10:00 A.M. to 12.00 


Noon on WHDH. 


Tops with New England listeners for years Fred B. Cole 
continues to supply a program that delivers — entertain- 
ment for listeners — sales for you. 

Get them talking about your product. Tell them when 
they're in the mood to listen. Join the Carnival of Sales on the 


“Carnival of Music.” 


For further details, write or see a John Blair man. 


TO THE 


ON WHDH 


wn PRED B,COLE 


Monday through Saturday 10:00 A.M. to 12:00 Noon 


| 


JUST WANTED TO REMIND YOU 
IT’S TIME TO LISTEN 


“CARNIVAL OF MUSIC’ 


Uh 


6 ST. JAMES AVE., BOSTON, MASS. - 5000 WATTS - 850 ON THE DIAL 
Represented by John Blair & Company 
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On Page 54 of this issue, ADVER- 
TISING AGE presents the viewpoint 
of General Mills, Inc., on the sub- 
ject of public relations and indus- 
trial relations for American busi- 
ness and industry. The major 
public relations thesis of General 
Mills, simply stated, rests on two 
foundations: 

First, public relations and em- 
ploye relations are individual jobs 
for each company, which can not 
be satisfactorily turned over to an 
association or a group; second, 
preaching, whether it be about 
“the American way of life” or any 
other subject, is impotent and 
valueless. Only a_ presentation 
which gives the facts and permits 
Mr. Average American to reach 
his own conclusions on the basis 
of these facts is meaningful and 
effective. 

With these premises ADVERTIS- 
Inc Ace largely agrees, and for 
that reason is pleased to give em- 
phasis to the opinions of General 
Mills by presenting them in this 
issue. Although important strides 
in the techniques of public rela- 
tions have been made in recent 
years, entirely too much reliance 
has been placed in this field upon 
“preaching” copy which mouths 
pious nothings over the names of 
trade associations and conglom- 
erate defenders of the free enter- 
prise system. 

We do not decry industry or 
trade association efforts in this di- 
rection, even theugh certain out- 
standing efforts along this line 
have been notably wide of the 
mark. Much good work has also 


A PR Concept That Makes Sense 


been done cooperatively, but this | 


work, we believe, will become far 
better and more useful when indi- 
vidual contributors to industry 
campaigns realize that such over- 
all campaigns can do no more 
than set the stage and the back- 
ground for specific, factful, educa- 
tional activities of each individual 
company, of the type advocated 
and practiced by General Mills and 
many other companies. 

We believe too that the General 
Mills stand on preaching is com- 
pletely sound. Too much “public 
relations” copy in the past, and 
unfortunately too much current 
activity in this direction, is queri- 
lous and ununderstanding. Too 
much of it says, in one form or 
another: “Let us not deviate from 
the sacred ways of the past.” Too 
much of it says, none too subtly: 
“Father knows best.” And far, far 
too much of it is written with an 
eye to gathering encomiums from 
fellow business men, rather than 
to develop understanding on the 
part of workers and the public. 

In a contest of slogans, rallying 
cries and promises, business and 
industry must inevitably go down 
to defeat before demagogs, dream- 
ers and rabble rousers. What has 
business to offer which can com- 
pete with “Every man a king” or 
“Cradle to the grave security’? 
Only by presenting facts and fig- 
ures, and sensible propositions in- 
telligently and accurately stated, 
can each unit of business hope to 
demonstrate its integrity, its use- 
fulness and its place in the econ- 
omy. 


She Does Not Smoke 


ATLANTIC City, N. J., Sept. 7.—(UP) 
—Miss California, Marilyn Buferd of 
Los Angeles, was crowned Miss Amer- 


ica late tonight and immediately signed 
a radio contract advertising cigarets. 

She does not smoke. 

The tall blue-eyed beauty received a 
dozen kisses, a crown, a $5,000 cash 
scholarship and that job on the radio. 

It probably is of no importance 
whether the newly crowned Miss 
America smokes or not, and it can 
certainly be argued that there is 
no need for every radio enter- 
tainer to be a devotee of the prod- 
uct which he or she may help to 
advertise over the air waves. But 
it cannot be gainsaid that appear- 
ance of the above item in the Sun- 
day newspapers throughout the 
country last week will have con- 


tributed another bit to public cyn- 
icism toward advertising and its 
operations. 

In this particular case, the 
newly crowned Miss America con- 
tributed to the cigaret radio scene 
(via Chesterfield’s Supper Club 
program) in a perfectly dignified 
and proper manner. She was in- 
terviewed as a “news celebrity” 
and no one ever intimated that 
she smoked or endorsed Chester- 
field. 

The news story merely went out 
of its way to build up an im- 
plication that wasn’t true. The 
moral, if any, is to remember that 
all advertising operates in a gold- 
fish bowl, and whatever it does 
had better be above reproach. 


“FBI? I've just been warned that a posse of retail ad managers is coming over 
to lynch me." 


owt 


Violet, Shrinking, M-1 

Nowhere in business are there 
so few shy fellows as in the ad- 
vertising segment. A _ genuinely 
modest man is marked by his col- 
leagues. If all the conversations 
which began, “This sounds as if 
I’m blowing my own horn, but” 
had been recorded, advertising 
would certainly have copped its 
share of self-commercials. 

Hark now to the tale of Dr. 
Joseph A. Biederman, and his 
troubles with an obdurate Federal 
Trade Commission. Operating as 
the Allergy & Medical Products 
Company of Cincinnati, he issued 
an advertising pamphlet, reprint- 
ing in part an article from Eye, 
Ear, Nose & Throat, which praised 
a hay fever remedy put out by the 
Allergy & Medical Products outfit. 

The ubiquitous FTC, poking idly 
around, discovered that the author 
of the article in the medical jour- 
nal was (or have you guessed it?) 
one Dr. Joseph A. Biederman. 
Well, the FTC told the doctor that 
he couldn’t go on telling the pub- 
lic that an article in a medical 
journal praised his remedy with- 
out admitting that he had authored 
the article. The last we heard, 
the doctor had blushingly agreed. 

Which proves, our Republican 
friends tell us, that the govern- 
ment won’t let you be modest, 
even if you want to. 


Happy Choice 

One of our literate friends whu 
actually read “A Tree Grows in 
Brooklyn” was much amazed 
when he opened a New York 
newspaper carrying a Rheingold 
beer ad, featuring James Dunn. 
His role in “A Tree” was his 
favorite, Mr. Dunn is quoted as 
saying. “Every actor has his 
favorite beer, too, and oddly 
enough, my favorite beer also 
grows in Brooklyn!” 

Mr. Dunn’s favorite role por- 
trayed a man of considerable 
charm, whose early death was 
largely due to overindulgence. 


Hobbies of the Great 

WJR gave us the following in- 
sight into the life of one of 
America’s foremost industrialists: 

An “intellectual golf game”’— 
“that’s something people do when 
they haven’t anything else to do” 
—is the hobby of Charles F. Ket- 
tering, inventor-engineer ana 
vice-president of General Motors, 
he said in a radio interview on 


WJR, Detroit, on his 70th birth- 
day late in August. Explaining, 
he said, “It’s a plan for repatriat- 
ing displaced persons, as we have 
a lot in this country who don’t 
think this is a very good place to 
be. Now, I’m going to raise a 
fund so that when they get up 
and express themselves with dis- 
satisfaction of the ways we have 
of living here, I want to present 
them a ticket, free of charge, to 
any place they want to go. I’m 
sure they’d be much happier, and 
I’m sure we’d be very much better 
on.” 


Esso’s Four F's 

Standard Oil Company of New 
Jersey is currently engaged in 
teaching its executives how to talk 
to a newspaperman. Supplement- 
ing meetings in which its public 
relations staffs gave officials the 
word on the care and feeding of 
reporters, is a booklet entitled 
“May we quote you?” The book- 
let treats such delicate questions 
as what to say when you don’t 
know the answer, how to get off 
and on the record, and how to set 
up a press conference. In sum- 
mary, the booklet warns “You can 
help the reporters, the public, the 
company and yourself if you in 
your contacts keep in mind the 
‘Four F’s.’ Be Friendly, Frank, 
Fair and Factual.” 


True’s Twenty 

True, Fawcett’s men’s magazine, 
has just issued a notable promo- 
tion piece, centering on its writing 
and editorial staff, topped by Ralph 
Daigh, editorial director of all 
Fawcett publications, and Al Al- 
lard, who is art director for all 
the magazines. The book, called 
“20 Good Men and True,” is a 
slick job, noteworthy for layout 
and artwork, and equally dis- 
tinguished because it capitalizes 
on a staff which the publication 
has gone to trouble to accumulate, 


Jottings 

In staid Philadelphia, the In- 
quirer received loads of gifts for 
Gravel Gertie and B. O. Plenty, 
whom the comics readers will 
recognize as the ill-starred lovers 
oe “Ines Brac.” . . 

The Perfect Circle Company is 
running a contest for mechanics, 
in which contestants must finish 
the following sentence: “I am 
proud to be a Doctor of Motors 
because .. .” 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2692. The Pittsburgh Market. 


The Pittsburgh Post-Gazette has 
issued this folder, which contains 
a map showing the population 
density of the Pittsburgh market, 
along with a tabulation of county- 
by-county market data. The in- 
side fold contains a population 
density map of seven metropolitan 
market areas, showing that in the 
Pittsburgh market the major por- 
tion of the population lives out- 
side the ABC area. 


No. 2693. The 
Story. 


Surveys of buying power and 
retail sales for 1945 show San 
Francisco’s position, compared 
with other cities of 500,000 or 
more population, in this folder is- 
sued by the San Francisco Call- 
Bulletin, 


No. 2694. 
piece. 
Station WTAG, Worcester, Mass., 
has issued this “dual perspective”’ 
brochure, which displays, through 
a red cellophane window in the 
cover, the national rankings of the 
first 15 nighttime programs. A 
look under the cover discloses a 
different picture in the first 15 as 
ranked by Worcester listeners. 
Data came from the Hooper sur- 
vey of December, 1945, through 
April, 1946. 


No. 2654. Complete Market Infor- 
mation About Iowa and the 
Des Moines Register and Trib- 
une, 

Coverage of the daily and Sun- 
day editions of the Des Moines 
Register and Tribune is shown in 
this folder by means of color 
maps, which are accompanied by 
a table of detailed market infor- 
mation. Population; retail, food 
and drug sales; farm income and 
home and car ownership are 
shown, among other data. 


No. 2685. We Went Hunting and 
Fishing for Facts. 

Figures and fun are shaken up 
and poured out in this brochure, 
in which Hunting & Fishing, by 
means of cartoons and cold facts, 
gives as much information as any 
advertiser should want to know 
about the magazine’s readers. The 
information was obtained through 
a questionnaire, titled “Pardon 
Our Long Neck,” which was car- 
ried in all copies of H&F distrib- 
uted last February, a departure 
from the usual cross-section 
method. 


No. 2687. Style Plus. 

Kimberly-Clark Corporation has 
issued the second of a new series 
of folders, which has a four-color 
Kodachrome reproduction on the 
cover, and shows, in the men’s 
fashions on the inside pages, how 
60-lb. Multifect Levelcoat repro- 
duces halftones in one or more 
colors. 


No. 2682. 11th Annual Grit Reader 
Survey, 

Brand preferences of its readers, 
and plans for purchases of various 
household appliances is shown in 
this survey, Grit’s llth annual 
study. Buying habits and brand 
preferences among the publica- 
tion’s small town reader families 
are tabulated in the 116-page, 
spiral bound book. 


San Francisco 


The Hooper Master- 
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Chet Bowles Makes 
Gubernatorial Bid 
in Connecticut 


New YorK—Former agency 
head, former price administrator 
and former economic stabilizer 
Chester Bowles has made his long- 
expected bid for the governorship 
of Connecticut. 

If chosen Democratic nominee 
for the position in Hartford today 
or tomorrow, and successful 
against Dr. James L. McConaughy, 
former Wesleyan University presi- 
dent and head of United China Re- 
lief next November, Mr. Bowles 
will become the second adman to 
achieve a high elective office in 
government. (Bruce Barton, it 
will be recalled, was a Congress- 
man.) 

Three years ago Chester Bowles 
quit his position with Benton & 
Bowles, the New York agency he 
had formed with William B. Ben- 
ton in 1929, to become deputy ad- 
ministrator and general manager 
of the OPA. He went into the 
OPA at the same time Lou R. 
Maxon of Detroit went out—the 
Detroit agencyman quitting in 
high dudgeon over red tape 
trouble. 


Book Explains Views 


Selling out his interest in the 
B&B agency (as Benton had 
earlier, before becoming vice- 
president of the University of Chi- 
cago and, recently, information di- 
rector of the Department of State), 
Mr. Bowles held the OPA assist- 
antship until succeeding Prentiss 
Brown as administrator. 

Last Christmas AA’s Washing- 
ton editor nominated Bowles as 
adman of the year for the “thank- 
less job of ‘selling’ the nation” on 
price control, for his ability to 
seek and use advice, his willing- 
ness to keep his affairs an open 
book, etc. Some months ago he 
succeeded as economic stabilizer 
when President Truman stuck 
with him during the furore over 
extension of price controls. 

In “Tomorrow Without Fear,” 
a book published last May (AA, 
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May 27), Bowles explained his 
economic viewpoint. He advo- 
cated use of public investment to 
prevent extreme fluctuations of 
the business cycle, crop insurance, 
high minimum wages and govern- 
ment support of free enterprise. 


Keller Opens Studio 


Robert Keller, recently released 
from the Marines, has opened the 
Keller Studio at 304 W. Fifth St., 
Cincinnati, to specialize in indus- 
trial advertising. 


Jacobs Advances Rouda 


Phil Rouda, who for the past 
two years has been account ex- 
ecutive and serving in a creative 
capacity with Jacobs Company, 
Chicago, has been appointed radio 
director. 


Leaves ‘Parade’ 


C. Philip Barber has resigned as 
Managing editor of Parade, New 
York, after three years in that 
position. His future plans will be 
announced later. 


Changes Product’s Name 


United States Plywood Corpora- 
tion, New York, has changed the 
name of its Decorative Armorply, 
construction material made by 
bonding a thin wood veneer to 
metal, to Flexmetl. 


Reporter Bud Guest 


Dodge dealers of the Detroit 
area are participating with Chrys- 
ler’s Dodge division in sponsoring 
three 15-minute broadcasts weekly 
by Bud Guest, “reporter at large,” 


over Station WJR, Detroit. Ruth- 
rauff & Ryan placed the account, 
effective Sept. 3. 

Mr. Guest, son of the poet, 
Edgar A. Guest, has been heard 
over WJR for many years. His 
reporter-at-large series was in- 
augurated last January. 


Baldwin-Hill to F&S&R 
Baldwin - Hill Company, Tren- 
ton, maker of home and industrial 
rock wool insulating material, has 
appointed Fuller & Smith & Ross, 
New York, to handle its account. 


Bur Baicey 


INCOMING 
MAIL —¥ 


According to ourinformation, this impatience 
of Mr. Poindexter (President) is common to 
other executives of his company. Getting to 
each week’s fresh copy of their most useful 
magazine is simply a case of ‘first come, first 
informed.’ And being informed in business 
these days is mighty important; particu- 
larly, being informed about the latest busi- 
ness goods. Advertisers know this well. Which 
accounts for Business Week continuing to 
carry more business advertising in 1946's 
first six months than all other general busi- 
ness magazines combined ...1610 pages! 


Wherever you find it, you find a management-man...well informed. 
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Compton Transfers with 
Fruehauf Account 


Roy H. Compton, who has been 
in charge of advertising agency 
service at Schipper Associates for 
the Fruehauf Trailer Company of 
California, will continue in this 
capacity for the Kudner Agency 
when the Fruehauf account passes 
over to that agency on Oct. 1. 

Kudner Agency will open a 
branch office Oct. 1 at 4386 A. G. 
Bartlett building, Los Angeles. 


ALMANACS! CALENDARS! 


(Used Dally Throughout the Year) 


PRINT YOUR OWN ADVERTISING MEDIUM 
We supply complete copy for U. S$. and 
pee ntries — Astronomical and 

ogical Forecasts, 


HART WRIGHT CO. 


Pena Yan, New York 


Atomic Age Issues 
Win Top Awards in 
IM’ Competition 


Duplicate Plaques 
Voted; '46 Entries 
Set New Record 


CuHicAGo—Business paper cover- 
age of developments in the new 
atomic age brought equal awards 
to two publications in Industrial 
Marketing’s ninth annual compe- 
tition for editorial achievement 


ec! yey 
Se eg is 


among U. S. and Canadian pub- 
lications. Winners were announced 
by James R. Kearney Jr., presi- 
dent, James R. Kearney Corpora- 
tion, St. Louis, before the Chicago 
Industrial Advertisers Association 
here last week. 

The six-man judging team, un- 
able to select a top entry in Class 
I (for the best series of articles 
or editorials on one theme), voted 
duplicate silver plaques to Ralph 
Turner, editor, and Andrew 
| Kremer, managing editor, Power 
Plant Engineering, Chicago, and 
to Walter J. Murphy, editor, Chem- 
ical & Engineering News, Wash- 
ington, D. C. 

Awards in six classifications 
were made to midwestern pub- 
lications at the CLIAA dinner here, 
while eastern winners will be 
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given their awards at a dinner 
to be held tonight by the Indus- 
trial Advertising Association of 
New York in the Belmont-Plaza 
Hotel. Entries in the current com- 
petition hit a new high, with 443 
individual features submitted by 
176 publications. 


Uses Staff-Written Series 

Power Plant Engineering won 
its award by presenting the story 
of atomic energy in a single staff- 
written series. Chemical & Engi- 
neering News, on the other hand, 
engaged a special contributing 
editor, Maj. Edgar J. Murphy of 
the Manhattan project, to round 
up articles from many of the prin- 
cipal chemists and physicists who 
took part in development of the 
atomic bomb. 

Two certificates of merit were 
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to cut your Advertising? | 


a 
== 


The cost of advertising never should worry you 


a as much as the cost of not advertising. You 


but you can’t even estimate the other. 


can figure the one in actual dollars and cents, 


ABP ’s 


.. YOU CANCEL your advertising in 
a publication with a circulation of 25,- 
000. You save a few dollars but you cancel 
25,000 contacts per month through this one 
paper alone. Stretch this to two months and 
you multiply it by two. Stretch it to three 
months and you multiply it by three. 
Cancelling your advertising is like giving up 
a “right of way” built for you. A prominent 
store on a prominent corner, hardly would 
move out for three months to save the rent 
because their stock was depleted. 


By the same token, what can you possibly 
gain by canceling your advertising? We know 
of one manufacturer who saved $35,000... 
but then Jost $6,500,000 in business in the 
next three years. You have an investment in 
the readers of the publications in which your 
ads have been appearing. Is it good business 
to let thousands of readers forget you? Is it 
good business literally to wipe out the invest- 
ment you have built up in these readers over 
the years? 


BUSINESS !S TO 


Unless you are offering your business for sale, 
your advertising must be continuous. Its 
power depends upon repetition as much as 
it does on reputation. It competes for the 
attention of a very busy, and every tempo- 
rary parade of buyers. The turn-over, in this 
fast moving procession, is great, the influx of 
newcomers considerable. And their memories 
are short. 


If you’d like to see a couple of examples of 
what happens when you cut out advertising, 
or if you’d like copies of this ad to send to 
others in your office, drop a note to ABP 
headquarters. We'll be glad to cooperate. 


THE ASSOCIATED 
BUSINESS PAPERS 
205 E. 42nd St., New York 17, N.Y. 


A national association of business publications devoted to increasing their 
usefulness to their subscribers and helping advertisers get a bigger return 
on their investment. 


BOOST YOUR BUSINESS 


awarded in the same classification, 
to W. W. Gothard, editor, Domes- 
tic Engineering, Chicago, for his 
publication’s “One Inch Sure” 
campaign; and to Carl Harring- 
ton, editor, Mill & Factory, New 
York, for a series of maintenance 
manuals and wall charts for fac- 
tory use. 

Honorable mentions were voted 
to Howard E. Everett, editor, Im- 
plement & Tractor, Kansas City, 
for an editorial campaign urging 
farm implement dealers to fight 
the special privileges of coopera- 
tives; to G. G. Hicks, editor, Food 
Freezing, New York, for an in- 
formative series on ‘Tomorrow’s 
Packages”; and to Oliver Read, 
editor, Radio News and Radio- 
Electronic Engineering, Chicago, 
for a pictorial, semi-technical ex- 
planation of radar. 

‘American Machinist’ Wins 

In Class 2 (for the best single 
editorial or article contributing to 
advancement of the field served), 
first award was made to Burnham 
Finney, editor, American Machin- 
ist, New York, for a presentation 
of all phases of the question of 
“Wage Incentives.” Two certifi- 
cates were voted: To Walter F. 
Crowder, editor, Mill Supplies, 
New York, for a special informa- 
tive feature, “Accent on Selling,” 
and to Julien Elfenbein, editor, 
House Furnishing Review, New 
York, for a special feature, “Ap- 
praisal of the Producer and the 
Buyer for the Job Ahead.” 

Honorable mentions in this 
classification were awarded Frank 
Haring, editor, Liquor Store & 
Dispenser, New York; Henry 
Wright, managing editor, Archi- 
tectural Forum, New York; and 
Fred P. Peters, editor, Materials 
& Methods, New York. 

The judges voted the first award 
in Class 3 (for the best single 
issue devoted to a single subject) 
to Arthur W. D. Harris, editor, 


Aviation Maintenance & Opera- . 


tions, New York, for a special issue 
devoted to airport construction 
and operations. Three certificates 
of merit awards were announced, 
to Ray B. Prescott, director 
of research, Sales Management, 
New York, for a “Survey of 
Buying Power” issue; to War- 
ren L. Baker, editor, Oil Weekly, 
Houston, for the “World Oil Atlas,” 
a survey of petroleum reserves 
and production facilities through- 
out the world; and to Waldo G. 
Bowman, editor, Engineering 
News-Record, New York, for an 
issue devoted to “Construction for 
Atomic Bomb Production.” 


Single Canadian Award 


Three honorable mentions were 
announced in this same classifica- 
tion, to James S. Warren, editor, 
Hotel Management, New York; 
W. A. Craick, Industrial Canada, 
Toronto, and to L. E. Jermy, editor, 
Machine Design, Cleveland. Indus- 
trial Canada won the only award 


| Qnsy seats) 
CANNOT BE SOLD 
FROM THE OUTSIDE 
92% Home-carrier-delivery 
B family sub 
73% ee amily scrip- 


66% More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 
combined 


THE BAYONNE TIMES 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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given to a Canadian publication 
this year, 

Architectural and engineering 
publications had a field day in 
Class 4 (for the best illustrative 
treatment of editorial material in 
general) and the judges voted 
finally to give the first award to 
Kenneth K. Stowell, editor, Ar- 
chitectural Record, New York. for 
“The Eyes and Ears of the School,” 
a study of audio-visio planning 
for classrooms. Certificates of 
award were presented to C. O. 
Willson, editor, Oil & Gas Jour- 
nal, Tulsa, for three features—the 
international section, annual sec- 
tion and catalytic refining ar- 
ticle; and to Edward T. Sajous, 
editor, Apparel Arts, New York, 
for a presentation of ‘Fashions in 
Fabrics.” 

Three honorable mentions in 
this group went to W. T. Stuart, 
editor, Electrical Contracting, New 
York; Thomas Creighton, editor, 
Progressive Architecture, New 
York, and Henry Wright, manag- 
ing editor, Architectural Forum. 


Research Competition Heavy 


Strong competition also marked 
Class 5 (for the best published 
research) and the first award went 
to L. C. Morrow, editor, Factory 
Management & Maintenance, New 
York, for a series of surveys in- 
tended to guide management in 
labor relations. The three certifi- 
cates of award went to E. L. 
Shaner, editor-in-chief, Steel, 
Cleveland, for a study of indus- 
trial requirements, “What Indus- 
try Expects in 1946”; Henry 
Wright, managing editor, Archi- 
tectural Forum, New York, for 
“The Forum Study of the House 
Market”; and S. B. Williams, edi- 
tor, Electrical World, New York, 
for a research report on “Strikes 
Against Electric Utilities.” 


Three honorable mentions for | 


research were made to Esther S. 
Hansen, editor, Home Furnishings, 


New York; Edward Sajous, editor, | 


Farmers now 
read Dailies. 


During the past ten years 
rural subscriptions to daily 
newspapers published in our 
Indiana and Michigan smaller 
cities, has increased two-fold. 


Why? Because farmers today 
are alert, educated, prosper- 
ous business men who want 
their newspaper daily — not 
once a week. 


The proper way to tell any 
story to all the people (city 
and rural) in almost any 
county in Indiana or Michigan 
today is through the columns 
of the Daily Newspapers com- 
prising the INDIANA and 
MICHIGAN LEAGUES of 


HOME DAILIES. | 


National advertising representatives 


SCHEERER & CO. 


Chicago 1, —=——New York 17, 
35 E. Wacker Dr. 444 Lexington Ave. 


Member of the American Association 
of Newspaper Representatives 


Apparel Arts, New. York, and 
Samuel Dunn, editor, Railway 
Age, Chicago. 

American Machinist won its 
second top award in Class 6 (for 
the greatest improvement in ty- 
pography, format and general 
appearance). Certificates were 
given in this group to Factory 
Management & Maintenance, New 
York, and to Richard Turner, edi- 
tor, El Farmaceutico, New York, 
published by Business Publishers 
International Corporation. Honor- 
able mentions were voted to Archi- 
tectural Record, New York, and to 
Laurence Messick, editor, Crockery 
& Glass Journal, New York. 

Judging was handled this year 


by a group of six St. Louis adver- 
tising men, including Mr. Kearney; 
Howard Marple, advertising man- 
ager, Monsanto Chemical Com- 
pany; Hubert J. Echele, president, 
Warwick Typographers; Oakleigh 
R. French, president, Oakleigh R. 
French & Associates; Anthony 
Neher, advertising manager, Cen- 
tury Electric Company, and E. A. 
N. Schulenberg, vice-president and 
media director, Gardner Adver- 
tising Company. 


To Hixson-O’Donnell 


Will Rogers Jr., candidate for 
United States Senator from Cali- 
fornia, has appointed Hixson- 


O’Donnell Advertising, Los An- 
geles, to handle all his newspaper 
advertising, publicity, outdoor ad- 
vertising and radio time during 
<4 final political campaign this 
all. 


American Food Institute 
Names Wood Partner 


Edward W. Wood Jr., recently 
with the M. H. Hackett Company, 
advertising agency, and previously 
general sales manager of the Mu- 
tual Broadcasting System, has 
been named a partner in the 
American Institute of Food Prod- 
ucts, in which he will serve as 
vice-president in charge of sales. 

The expansion in management, 
said Dr. Walter H. Eddy, president, 


15 
is in line with the institute’s in- 
crease in food and home products 
broadcasting services by addition 
of a daily half-hour program on 
Station WGN, Chicago, to its pree- 
ent programs on Stations WOR 
and WHN, New York, and the 
Yankee Network. 


Launches Hat Drive 

Stack Hats, Inc., South Norwalk, 
Conn., this month launched a cam- 
paign in the newspapers of all 
principal cities in which Stack 
dealers are located, fea the 
Cushion-Vented Stack hat as “the 
hat that breathes.” The copy sug- 
gests hats for birthday gifts, with 
each gift purchaser receiving a 
miniature silver hat with ring at- 
tached for charm bracelet. 


During the first 6 months of 1946 the New York Herald 
Tribune published 2,364,446 lines of fashion adver- 
tising *—more than any other newspaper in America. 


That is the flattering recognition accorded Herald 
Tribune fashion importance by the retailers of Amer- 


ica's fashion-first city. 


Within the same period the Herald Tribune was the 


principal medium for 


fashion manufacturer advertis- 


ing. 99 of 139 apparel makers who used ads of 
1,000 lines or more in manufacturer-retailer coopera- 
tive space, preferred the Herald Tribune, gave it 


64% of more than ha 
leading papers. 


lf-a-million lines used in the two 


Neither of these achievements could be possible 
without a highly fashion-conscious readership made 
so by a sustained fashion news-and-picture presen- 


tation. To make itac 


lean sweep the Herald Tribune 


leads all other New York newspapers with the great- 


est volume of editorial space devoted to fashions in 


the first half of 1946. 


Altogether the Herald Tribune prints more news of 
fashion interest to women than any other paper— 
from retailers, from manufacturers, from its own edi- 
tors. And women return this favor with interest. The 
Herald Tribune is the one newspaper smart women 
must have and read eagerly to keep abreast of fash- 
ion’s changing moods. Not periodically but con- 
stantly, seven days a week, each week in the year. 


That's the kind of interest 


that translates itself into 


more sales for everyone whose business is Fashion. 


“Dept. Store Women's Wearing Apparel and Women’s 
Accessories; Women's Clothing Stores—Media Records 


\. European Edition Published Daily“and Sunday Tee Paris 


i 
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Gets Fabrics Account 


Manville Fabrics, Inc., 
York, with mills in Manville, R. I., 
has appointed Modern Merchan- 
dising Bureau, Inc., to handle ad- 
vertising. Details of an extensive 


consumer and trade campaign are | 


being planned 


Hurlburt Joins NBC 


Alien F. Hurlburt, prewar art 
director of the Bureau of Adver- 
tising, ANPA, and Robbins Pub- 
lishing Company, has been ap- 
pointed art director of National 
Broadcasting Company, succeed- 
ing Parmelee W. Cusack. Mr. 
Hurlburt left Army duty as a first 
lieutenant on Sept. 1. 
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New 


Capital Worries Over Possible 
Flood of Canceled Orders 
WASHINGTON — Considering the 
antics of the stock market, Dr. 
Edwin G. Nourse, chief of the 
newly appointed economic council, 
was hardly out of turn in caution- 
ing, through the United Press, that 


'“good management” is needed if 


the country is to avoid a “smash- 
up.” 

Presumably the events on Wall 
Street indicate that investors feel 
Management and labor profiteer- 
ing threaten future sales and 
earnings opportunities. 

The stock market deflation is 
feared here because it can destroy 


By STANLEY E. COHEN, Washington Editor 


that mythical marvel called ‘‘con- 
fidence.” Retailers may decide 
they already have too much high- 
priced merchandise on hand. In- 
dividuals may postpone purchases 
until conditions “settle down.” 

Dr. Nourse, former Brookings 
Institution vice-president, feels it 
is debatable whether recent price 
increases constitute inflation. None 
of the sales or inventory barom- 
eters here have reflected danger 
signals. It would be unfortunate 
to crush in the roof with a flood 
of canceled orders. 

co * Bg 


About 80 top advertising and 


sales executives, supporters or po- 
tential supporters of the Advertis- 
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|ing Council campaigns, will meet 
at the White House Sept. 17-18 for 


“briefing” on current government 
problems, As guests of the recon- 
version chief, John Steelman, and 
Drew Dudley’s office of program 
surveys, they will hear the latest 
on housing, international trade, 
atomic energy, food and other sub- 
nian from omnunete neve} officials. 


“The Senate fue Sali com- 
mittee underlines the “boom or 
bust” nature of the building in- 
dustry by reporting that 160 of 
the 675 anti-trust cases started in 
the past 30 years involved 
branches of that business. Probing 
the high business mortality rate 
among builders, the committee 
said they have traditionally sought 
“quick, high profits,” and only re- 
cently accepted “broad social re- 
sponsibility of providing adequate 
housing for the masses of our 
people.” 

* * 

The merry-go-round of prices 

for printing paper made another 


UNIQUE SERVICE HELPS YOU PLACE YOUR PRODUCTS 


IN THE 


Can you select, without help, the localities in this 
market that will buy most of your goods? Can 
you pick the dealers who will sell most? The 
Plain Dealer Market Survey department can an- 
swer these questions... factually and accurately. 
Base your advertising and marketing plans on 
these answers and you'll realize maximum sales. 
Call or write your PD representative for an 


appointment to receive this individualized service. 
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CLEVELAND PLAIN DEA 


SOLO TIT 


scene ae 
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LER om 4 
LEFTISTS EATEN i) Fon Berton 


John B. Woodward, Inc., 


SALES VOLUME AREAS 


the 26 adjacent 


The Plain Dealer is Enough 
—if You Use It Enough 


The P. D. 2-in-1 market 
(Greater Cleveland plus 


gives you Qhio’s two 
richest markets at 
one low cost. 


counties) 


CLEVELAND 


Established tn 1842 


A. 3. Crant, Atlanta 


PLAIN DEALER 


New York, Chicago, Detroit, San Francisco, Los Angeles 


half turn over the weekend when 
OPA boosted woodpulp prices 
10%, obligating mills for about 
$25,000,000 additional raw ma- 
terials costs, which presumably 
will eventually be passed on to 
publishers. Though the increase 
is supposed to attract more wood- 
pulp from Sweden and Canada, 
the American Woodpulp Importers 
has already protested that a 
larger increase is needed. 
co * * 

The National Association of 
Home Builders, which was cold, 
then chilly, then cold again toward 
the Wyatt housing program, is 
currently forecasting that a vigor- 
ous new priority plan may pro- 
vide the impetus necessary to save 
veterans’ housing. A Federal Re- 
serve Board report warning of a 
possible home building collapse in 
15 months, is prompting bankers 
to look again before underwriting 
inflated sales. 

* * * 

New that the U. S. is out to 
make Germans like us better than 
they like the Russians, the Army 
and the Commerce Department are 
asking business men to go to Ger- 
many to buy toys, silverware, 
jewelry, radio cabinets and Other 
products. With the country hungry 
for consumer goods, Brig. Gen. 
William H. Drayer Jr., head of 
AMG’s economic division, feels the 
“made in Germany” label will not 
be a severe handicap to sales. 

* * * 

National Association of Broad- 
casters was unwilling to go to bat 
for a member who felt FCC was 
issuing too many broadcast li- 
censes for a certain small city. If 
the commission were asked to 
judge whether stations would 
make money, it would soon be 
prying into other “business mat- 
ters,’ such as the quantity of ad- 
vertising, NAB executive vice- 
president Jess Willard explained. 


Representatives Elect 
Chicago, Nat'l Execs 


J. Donald Scott, Osborne, Sco- 
laro & Meeker, has been reelected 
president of the Newspaper Rep- 
resentatives Association of Chi- 
cago. Others elected are: Vice- 
president, Paul V. Elsberry, 
Scheerer & Co.; secretary and as- 
sistant treasurer, F. F. Parsons, 
Ward-Griffith Company, and di- 
rectors, W. F. Johns, Ridder-Johns; 
M. C. Rogers, Kelly-Smith Com- 
pany, and Henry C. Jann, Jann & 
Kelley. 

Nominated for election Oct. 6 
as executives of the American As- 
sociation of Newspaper Represen- 
tatives were: For vice-president, 
Mr. Johns; treasurer, G. E. Gil- 
bertsen, John W. Cullen Company, 
and directors, W. T. Cresmer, Wil- 
liams, Lawrence & Cresmer; Ken- 
neth Dennett, OS&M, and E. F. 
Corcoran, Branham Company. 


Daily Increases Ad Rates 
Effective Oct. 1, the Dallas 
Times-Herald will increase its ad 
rates two cents a line. The gen- 
eral rate per line will be 27 cents, 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical .. . any office girl can be your 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 


625 W. Washington, Chicago 6 
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THAT SHOUTS Sales DpporTunily! 


~~ OREGON MARKET FACTS 
Che Ore gonian See et eee 


Pees, 
ed 


aoe 


HERE IS A BIG 


. ACTION NOW...WILL QUICKLY AND 
EASILY WIN THE BIG OREGON MARKET* | 


...a market as important as Cleveland, Boston, Washington, D.C. 


Oregon Market customers with full purses leave a dismal trail of 
“no sales” behind them. Retailers and wholesalers clamor for mer- 
chandise while a million-and-a-half consumers with two billion dollars 
in expendable income must often search vainly for their favorite 
or other products. 


PORTLAND 


OREGON 


WHY? Because many manufacturers are unaware that this market’s 
iiteen oe effective buying income is 184% above what it was in 1939—that our 
retail sales now exceed those of Cleveland, Boston, or Washington, D.C. i 
—that many thousands of new people have brought their productive a? 
KNOW THESE FACTS ABOUT and purchasing capacities here. This billion-dollar retail market which 


has grown phenomenally in purchasing power and population since 


THE BIG OREGON MARKET! 1939 continues to show healthy gains. 


It’s 0 “packaged unit"—including Oregon sad An Unprecedented Opportunity for Manufacturers 
seven Southwestern counties of Washington 


state. Through Portland, the market’s wholesale Here—wholesalers and retailers can sell your products to people 
center, distributors, with their network of whose wartime savings have not been depleted by prolonged strikes or 
Seer a See See production shutdowns. Worldwide demands for our lumber, fish, | 
who serve 1,500,000 consumers throughout the . 6 ‘ ei 
ian Chen a ue chek Ube a agricultural products, processed and manufactured items continue to > 
nearby—(Seattle is 189 miles away—Spokane send incomes upwards. ACTION NOW means unprecedented oppor- 

389, San Francisco 712). tunity to win and hold the big, valuable Oregon Market—while sales 


resistance is at a low ebb——while costs of getting results are small! 


ITS A GROWING MARKET! Since 1940, 
Portland has increased in population an esti- 
mated 33%; Vancouver, 114%; Longview, 22%; 
Salem, 27%; Eugene, 44%; Medford, 51%; 
Klamath Falls, 14%; Pendleton, 41%.* These 
gains are typical of the growth of the Oregon 


*Oregon and seven Southwestern 
Counties of Washington State. 


Market, an important empire in the growing West. 


*Recent postwar population estimates. Details c HOW ORECON MARKET COMPARES NATION o 


available from The Oreg upon req 


Not! Average Oregon Market 
increase in Effective 
Buying income Since 1939 127% i1B4% 
Per Capita ae esi | 
Effective Buying Income $1,036 $1,314. 
Quality of Market Index 190 123° 
inceme Per arm $3,907 $5,048 
THE OREGONIAN... 
A POWERFUL SELLING MEDIUM... gives added incentive for selling ALL fovers: Sales Manages! Survey ab Buying Maer, Mee TO, Rae 


the market as a unit. Portland circulation is intense—more than 7 of every 10 
families daily, 9 out of 10 Sunday. Coverage of the entire market is exceptional; 
more than 4 of every 10 families daily, more than 5 out of every 10 on Sunday. 
The Oregonian, with the largest daily circulation in the Pacific Northwest, is 
the medium to use to back up your wholesalers and retailers to get consumer sales. 


GET THIS NEW BOOK OF 


. Ma rket 


ahor shouts ‘ 
aunty 
gprontumit’ 
sares 2 


market justifies ACTION NOW—proof that there's 
0 v E G 0 y unlimited sales opportunity here for you. Your free 
copy is available through your advertising agency. 
OR—write The Oregonian or your Paul Block rep- 
resentative to get it at oncel 


PORTLAND 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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FEW DARE TO DISPUTE THE UNDENIABLE EVIDENCE 
LEVELS...YOUR OWN SALES DEPARTMENT IS 
YOU HAVE A RIGHT TO EXPECT EXPANDED SERVICE 


7 phud in 1947 aud 1948. Ur. Sales Executive: 


f/ 1. You will be expected to produce sales volume considerably higher than prewar. 


/ 2. You will probably be selling your goods in a buyers’ market. 


/ 3. More prospects than ever before will have to be told about your products. 


if 4. You'll have competition with new suppliers as well as the old ones. 


of 5. Your advertising will have to sell goods again for the first time in seven years. 


® 
as To produce 1947 results for its advertisers, readers, but top men, accepted under the most 
| FACTORY established a goal of 48,000 paid rigid specifications, we believe, ever adopted by 
subscribers among plant operating men for a business publication—and strictly enforced. 


December, 1946. Not just any plant operating Ask your FACTORY representative to show you 


FACTORY’S INTERIM CIRCULATION AUDIT 


Names, titles, companies, number of employees— 


see for yourself the quality and quantity of FACTORY’s new circulation 


as it is being added! 


Sell the men in the plant—who get out the production—who buy and 
use modern equipment—the PLANT OPERATING GROUP. FACTORY 
gives you more of them per dollar than any business paper published. 
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FOR 1947 SALES POTENTIALS... 
DELIVER 1947 SALES RESULTS 


THAT INDUSTRY HAS EXPANDED TREMENDOUSLY OVER PREWAR 


¢ 
S PROBABLY BEING EXPANDED TO REACH NEW SALES HORIZONS... 
E 


FROM THE MAGAZINES THAT CARRY YOUR ADVERTISING 


FACTORY cuctl deliver these values to you: 


1, FACTORY will deliver 50% more big plants (100 or more employees) than prewar! 


/ 2. FACTORY will deliver double the number of plant operating men than prewar. 


Y 3. FACTORY will deliver the top men in the plant operating group in all manufacturing. 


i 4. FACTORY will deliver this expanded readership editorially conditioned to buy the best equipment. 


if 5. FACTORY will deliver all this at a lower rate per thousand than the five-year prewar average. 


HOW CIRCULATION IS GROWING | ek: 
nit 


, 50,000; 

! The sales volume you get in 1947-1948 will result from your total sales 
effort—both direct selling and advertising. Prewar performance in either 
will fall far short of doing the job. 


For your advertising to the manufacturing industries, concentrate on the 
buying-important plant operating group. FACTORY, already set for 
1947 sales potentials, will do that job for you—and do it thoroughly! 


FACTORY is the plant operating mens’ preferred reading. More of them 
pay to read FACTORY than any other business publication and now 
more of them than ever before! 


45,000 pon 


40,000 


35,000 


30,000 


| 


Dec June June June June Mor 
1939 194! 1943. 1945 1946 1947 


FACTOR 
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MANAGEMENT AND MAINTENANCE 


ABC - ABP 


A McGraw-Hill Publication + 330 West 42nd Street, New York 18, N. Y. 


pip 1 ae te Tes el ni SR aoe Berek NW Pt ao Meme ented LN Nec : in om j § : - Fos a pa tete hive ioe Sie, arias * 
ae ae Aer wikew oe : oe ae Pie as peta nee pes , soe) Ps < 4 ‘ ee Kame Es SE te mee ite Pavia ay Peg igiege ari eM cel isa sot v7 ae: ; ae res Hane pe ae uae ace ne §s : : a: is 3 ue ‘s in es 
WK es (ape eee ‘ rf Mientras SEW e hme ON sakes as MCA Se OTR a Shey rate go he ae ea ra a eyes Foie ire Saiee bet a Ha 4 ea os, post 4 tS ; \ a acess 
a Tee mee cS ie Lt Tey 8 eae gh NS gener Ai a : z | 7 Bee hc : vai? 5 es ae” et sear ta : Es ees: 
fh Semi ates eee et eet a an iv veer hy ye a ES ae ees Sid 3 ik co et oN Skee gee : Pe GN CI NR i. Sa ast Rach ech ie oe : ecru ee 

s ‘ . i, eee yi ve st ib gale 3 y Putas enti goa ase si ge A geese 
_ ientineaniiniis a 4 
eee aaa ae F. 
SES 
= 
Ba a 
Gers. 
ect 
ore 
DE eens 
RS gh Gh 
oe 
. 
% 
. 
7 Pat eS 
; ee. 
ere 
eee yo 
Barer 
=a ee 
udilaa 
. 
‘ , : - . ‘ * : 
| i 
| Bk 
ee < ae 
| f 3 
| ee ‘ 
i 
eae 
25 ee 
Ai) noe a 
ieee 
a aa 
Be 
eis 
7 
4 
aa 
ci 
a 
ae 
Oey 
fe en tae Se 
ave tye 
1 ee ON 
ik ee 
ee A RR RN A EN NNT S et in 
% 
ee 
i eerene 
Be = alae 
Pa eeen 
Beas, oe 
ae 
‘ | i seit pa 
eee 
= 
bey. mg 
5 4 ' a da ‘ 
’ Deep te 
& , eae 
‘seals be 
| Bie iia ee 
Bes 
i Be hs 
Pe cu 
ae 
| 
aoe 
| OY aa 
* a 
eg 
’ a * 
Soar at pe. 
eS ee 
Pry F 
{ a 
Se a 
aes 3- cake 
eh eae! 
25,000 oe 
? Bei 
renee ee 
bes oles 
ry 
ee a 
y s 


a 2 2 
oan 


US HAYSEEDS 
DO PREFER WDAy! 


For every listener “Sta- 
tion B” gets in the rich 
Red River Valley, WDAY 
gets more than six. The 
figures below are from 
the latest Conlan Survey. 
Write for your copy! 


WDAY GETS 61.4% OF 
THE AUDIENCE IN 
ITS COVERAGE AREA 


STATION B GETS 
9.5% OF THE 
AUDIENCE 


STATION C 
GETS 7.2% 


"FARGO, NORTH DAKOTA 


= a 
«FREE G PETERS Inc, 
National Representatives 


STATION 


GUIDED 
BY STARS 
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PAPPY HOWARD @ STAN PEYTON @ EARL HARPER @ HOWIE LUND 
DOROTHY FULDHEIM @ JUDY DELL@ DON BELL @ BRUCE MacDONALD 


These bright stars in top-ranking local shows guide 
WJW to more local daytime listeners per dollar in the 
Cleveland area than any other regional station. 


850 KC 


DAY AND NIGHT 


Pepperell Finds 
Customers Like 
Colored Sheets 


Boston — Pepperell Mfg. Com- 
pany reports that test sales of its 
new pastel-colored sheets in 69 
cities this summer proved the va- 
lidity of its plan to introduce 
colored sheets. 

The new muslin and percale 
sheets were sold out within a 
few hours in many cases, Pepper- 
ell reports, proving its “premise 
that nearly one out of every five 
women now wants colored sheets.” 
Not yet in sufficient supply to per- 
mit general distribution, the sheets 
come in five pastel shades— 
“misty” yellow, “seafoam” green, 
“hyacinth” blue, “peachbloom” 
and “twilight” rose. 

Stores’ selected for the experi- 
mental offering represented all 
types of sheet markets for the 
company, long the maker of Lady 
Pepperell sheets and blankets. The 
stores, located in large cities, also 


Advertising Age, September 16, 1946 


were selected because Pepperell 
officials felt the stores’ large news- 
paper promotion would benefit fu- 
ture offerings by smaller outlets 
in outlying districts. 

Pepperell is running a series of 
four-color “The Way We Live” 
page-ads in Better Homes & Gar- 
dens, Ladies’ Home Journal, Life 
and McCall's. 

Benton & Bowles, New York, 
handles the account. , 


Two Join Phil Gordon 


Sydney Blumenthal, formerly 
head of the media and research de- 
partment of Kenmoor Advertising, 
Inc., has joined Phil Gordon 
Agency, Chicago, as head of the 
research department. Richard T. 
Simpson, previously in the public 
relations department of Marshall 
hn & Co., has joined the copy 
staff. 


Berwyn Chemical to Korn 


Berwyn Chemical Company, 
Berwyn, Pa., has named J. M. 
Korn & Co., Philadelphia, to 
handle its advertising for Ben- 
zil-T. 


Issues ‘110 Idea Book’ 


Newspaper Advertising Execu- 
tives Association has compiled in 
book form, titled “110 Idea Book,” 
many of the panels which were on 
exhibit at the June, 1946, confer- 
ence of the group at the Hotel 
Commodore, New York. The book 
is offered to members only for 
$8.75 per copy, with additional 
— leaf copies available at $5 
each. 


Plans New Plant 


Omaha World-Herald has com- 
pleted plans for the construction 
of a modern two-story building 
which will be occupied exclusively 
by the World-Herald. The build- 
ing, which will cover a full block, 
will be ready for occupancy by 
about January, 1948. 


To Lawrence Boles Hicks 


Trade Winds Textiles, manufac- 
turer and exporter of men’s T- 
shirts, has placed its advertising 
with the export advertising de- 
partment of Lawrence Boles Hicks, 
New York. 


market of the U. S. 


U. S. Town Market). 


Grit is the only national publication __ 
tailored to fit that 16% — with more — 
volume of circulation than nearly og 
all the largest circulation publications, __ 


Grit sells goods for its advertisers 
and proves it by a yearly Reader 
Survey. For sales acceptance of ° 
branded goods—automotive, drugs, 
groceries, home appliances, tobacco 
and other products write for the 


1946 Grit Reader Survey. 


Any national advertiser, using only 
urban publications, can have a lack of 
coverage in 16% of his city and town 


Take a list of 13 of the largest mullti- ii 
million circulating national publications—  —_ 
pyramid their circulation — you get 
coverage in excess of 100% in all 
markets except in towns of less than _ 
1,000 population, where four and a he 
million families live (16% of the 
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GRIT PUBLISHING CO, WILLIAMSPORT 3 PA. 


NOW MORE THAN EVER 
SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 


‘WITH MORE THAN 550,000 CIRCULATION 
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‘Easy to Get’ Tops 
Buying Reasons 


for Frozen Foods 


NEw York — With packaging, 
display and advertising not in- 
cluded as factors, “easy to get,” 
37%, ranked first among reasons 
why New York City housewives 
buy frozen foods, Howard Ket- 
chum, industrial design consult- 
ant, has found in a preliminary 
survey. 

“Regularity of quality” came 
second, 30%; then “always fresh,” 
15%; flavor, clerk’s advice, and 
variety in single brand, 5% each, 
and “the first brand the customer 
became familiar with,’ 3%. 

Sixty-five per cent of the wom- 
en interviewed found frozen food 
prices “about right,” and 35% 
thought them “too high.” Forty- 
eight per cent buy these products 
at grocery or delicatessen stores; 
16% at supermarkets; 16%, frozen 
food specialty stores; 13%, depart- 
ment stores; 6%, chicken stores, 
and 1%, dairy stores. 

Fifty-eight per cent of the fami- 
lies covered serve frozen foods 
once or twice a week; 19%, four 
to six times a week, and 14%, 
three times a week. The majority 
preferred six-serving packages. 

As to income, 42% of the fami- 
lies were in the $2,000-$4,000 
bracket; 48%, $4,000-$5,000, and 
10% above that figure. 


FM Group to Meet 


A FM technical conference, 
sponsored by the engineering col- 
lege and extension division of the 
University of Iowa, will be held 
in Iowa City Sept. 17 for radio 
engineers and managers from radio 
stations in the Midwest, to discuss 
problems of FM radio. 


276,519, 
000.00 


IS SPENT 


ANNUALLY 
IN THE 


RICHMOND 
TRADING AREA 


WHOLESALE MARKET 


The Richmond Trading Area supports 937 
wholesale establishments doing an annual 
volume of $276,519,000.00. There are 453 
of the total wholesale houses located within 
the city proper doing an annual business 
amounting to $208,066,000.00. 


WRNL enjoys the greatest daytime audi- 
ence in this trading area, therefore will deliv- 
er your message to most house-wives who 
buy most of the merchandise distributed by 
these 937 wholesale establishments. 


Gets Cartoon Account 


Walter Lantz Productions has 
appointed J. W. Eccleston Jr., Los 
Angeles agency, to handle its cam- 
paign for Lantz cartoon characters. 
The purpose of the campaign is to 
secure licensee manufacturers to 
use the cartoon characters for 
product identification and sales 
promotion. Business papers, sup- 
plemented by direct mail, will be 
used, 


Opens Mexico Agency 
William H. Mason has resigned 
as public relations director of Gen- 
eral Tire & Rubber Company, 
Akron, to open advertising and 
public relations offices in Mexico 


City. The agency will be known 
as Abanil, S. A., and will have 
temporary headquarters at Hotel 
Reforma. An affiliate firm, Mason, 
Inc., will have offices in New York. 


Four Sign to Participate 
in Station WABC Shows 


Bristol-Myers Company, New 
York, for Ipana tooth paste, has 
signed for participation in the 
“Margaret Arlen” program, over 
Station WABC, New York, Tues- 
days, Thursdays and Saturdays, 
8:45-9 am., and “This is New 
York,’ Mondays, Wednesdays and 
Fridays, 9:15-10 a.m. Doherty, 
Clifford & Shenfield handles the 
account. The Musterole Company, 


Cleveland, through Erwin, Wasey 
& Co., New York, has purchased 
participations in “This is New 
York,” Mondays through Satur- 
days. 

Hat Corporation of America, 
manufacturer of Dobbs and Knox 
hats, will participate Thursdays in 
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the 6-7:45 a.m. “Arthur Godfrey” 
program, over WABC. Agency is 
Sweetzer, Byrne & Harrington. 
Park & Tilford, New York, will 
participate Thursdays in the “Mar- 
garet Arlen” program, promoting 
Tintex. Charles M. Storm Com- 
pany, New York, is the agency. 
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NO. 6 OF A SERIES— . 
HOW THE HAIRE MERCHANDISING PAPERS 
SERVE THE MERCHANDISING WORLD 


| the laboratory | 


that isolates. 
vital market facts 


The Haire Research Department . . . expertly-staffed laboratory of merchandising ° 


...is constantly on the search for facts . .. through specific surveys, 


over-all market studies, continuing research on trends and developments. 


Thorough, ‘objective, penetrating ... the “‘test-tube”’ technique 


employed’ by the Haire Research Department brings to light 


the facts behind the facts of modern mass merchandising. 


Advertising agencies and manufacturers 


look to this Haire fact-finding service as a source 


of specialized market information not obtainable anywhere else. 


This service is one more reason why 


each Haire publication is the competent spokesman for its specific field 


... the direct line of communication between manufacturers 


and the specialized buyers of their products. 


NOTION & NOVELTY 
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COMPANY, 1170 BROADWAY, NEW YORK. 
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MOVING MOUNTAINS 


The 


The world’s mightiest shovel 
tears down a hill at 52 tons to 
\ the bite — and it gulps another 
: mouthful every 52 seconds. 
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W ETHER you’re moving earth off a hilltop to un- 
cover a rich vein of ore or moving your product off the 
shelves, it takes super-power to pile up results in those 
extra-profit big bites. 

It takes the kind of power Pictorial Review turns on, 
for instance, to scoop up $30,000 in a single one-page 
mouthful — for copies of The Home Mechanic’s Hand- 
book at $5.95 each. 

Or the kind of power that P. R. turns on for a top movie 
company — biting off 12,000 quarters in one shovelful 
for reproductions of a glamour-girl picture. 

Or the kind that Pictorial Review put to work on a 
Christmas gift ad last December — producing $24,000 
in direct orders for items priced up to $19.50. 


Over and over, Pictorial Review’s super-power in 10 
of America’s mightiest markets piles up sales in big bites 
like these. If mouthfuls like that tempt your business 
appetite, P. R.’s your pick. 


covering 6 million families in 10 major markets through 
the Sunday Issues of: 


New York Journal American Detroit Times Los Angeles Examiner 
Baltimore American Chicago Herald-American San Francisco Examiner 
Pittsburgh Sun-Telegraph "Milwaukee Sentinel Seattle Post-intelligencer 
Boston Advertiser 


(*Milwaukee Sentinel represented individually by Paul Block & Associates) 


Represented Nationally by HEARST ADVERTISING SERVICE 
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Joins Rodgers & Brown 


Frank Bromberg, formerly vice- 
president of the New York office of 
Ellis Advertising Company, has 
joined Rodgers & Brown Advertis- 
ing, New York, as general man- 
ager and account executive. 


Prints Trade Area Study 


“Retail Trade Areas in Illinois,” 
published by the College of Com- 
merce and Business Administration 
of the University of Illinois, Ur- 
bana, gives an analysis of the best 


|locations for stores, helps in the 
selection of advertising media, and 
|shows the circulation territories of 
|greatest interest to newspapers. 
Included is a map showing the 
state’s primary trading centers. 


Sponsors 22 Ad Lectures 


The Chicago Federated Adver- 
tising Club and Women’s Adver- 
tising Club will sponsor 22 lectures 
on various phases of advertising 
beginning Sept. 16 and ending 
March 3. The lectures will be 
given in Kimball Hall, Chicago. 


‘Big Business’ 
ls Only a Piker 
at Advertising 


Cuicaco — “Big Business” is a 
piker when it comes to advertis- 
ing. The billion-dollar corpora- 
tions spend comparatively little— 
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|sometimes nothing —to advertise 
|their products or services. 
| United Press has reported that 
43 companies now have $1 billion 
or more of assets. They include 
Metropolitan Life Insurance Com- 
pany, whose $7.5 billion assets 
make it the biggest, and 10 other 
insurance companies, 18 banks, six 
railroads, five manufacturers and 
three utility companies. 

Only one of these 43 ranks 
among the topmost advertisers in 
the nation. This is General Mo- 


It's a 


Great City 


Every way you look at it SEATTLE is 

one of America’s most important 
markets. Its wealth is s-p-r-e-a-d 
among the people, so that in buying 
ability Seattle is among the nation’s 


iS 


15 largest markets. Come see this 
new, greater Seattle...a trip that 


will pay you 


The SEATTLE TIMES is read in nearly 


in cash and pleasure. 
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tors, 24th in rank by size of its 
assets and second biggest adver- 
tiser in the nation. At the be- 
ginning of this year it had $1.642 
billion in assets. Last year it spent 
something over $15,000,000 in 
Magazines, radio and newspapers, 
and was second only to Procter & 
Gamble. GM’s ad expenditure 
amounted to about $1.for every 
$1,000 of its assets. 


14 Spent Nothing 


Fourteen of the “Mr. Big” com- 
panies spent nothing in the major 
media, according to records of 
Publishers Information Bureau 
and Media Records. These 14 in- 
cluded one utility company and 
13 banks. 

Socony - Vacuum Oil Company, 
the second largest advertiser in 
the list of 43 big-asset organiza- 
tions, spent $3,250,000 for adver- 
tising last year. Its assets at the 
end of ’45 totaled slightly more 
than $1 billion. Socony spent 
about $1 for every $321 of assets 
—very high compared with its big 
companions, 

Last year, among 123 companies 
which spent more than $1,000,000 
to advertise, there were only eight 
that had $1 billion in assets. As- 
sets for the $1,000,000 advertisers 
among the 43 biggest companies, 
and their expenditures, include: 


43 Spent $37,000,000 


Prudential. Insurance Company, 
$6.3 billion and $1,452,000 for ad- 
vertising; Standard Oil of N. J., 
$2.5 billion and $1,101,000; Penn- 
sylvania Railroad, $2.2 billion and 
$1,265,000; U. S. Steel Corporation, 
$1.9 billion and $1,891,000; Union 
Pacific, $1.5 billion and $1,334,000; 
and E. I. du Pont de Nemours, $1.2 
billion and $1,941,000. 

Metropolitan Life, with $7.5 bil- 
lion in assets (and $1 billion in- 
come from policyholders), spent 
$752,000 for advertising. All 11 
insurance companies, with $32 bil- 
lion in assets, spent about $5,000,- 
000 for advertising. This con- 
trasts, for example, with the ad 
budget of about $5,000,000 of 
Standard Brands, whose assets do 
not much exceed $110,000,000. 

The 43 companies with the most 
assets, UP reported, had about 
$102 billion. These companies 
recorded ad expenditures amount- 
ing to $37,000,000 in magazines, 
farm papers, newspapers and radio 
network programs. 

This figures out at $1 spent on 
advertising for every $2,750 in as- 
sets. A comparable figure for 
Standard Brands and many other 
companies with “smaller’ assets 
ranges as low as $1 in advertising 
for $25 in assets. 


‘Moose’ Names Beaman 


Niver W. Beaman, formerly 
managing editor of United Feature 
Syndicate, New York, has been 
appointed editor and general man- 
ager of Moose Magazine, with of- 
fices at 1016 N. Dearborn St., Chi- 
cago. 
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When you think of mailing-lists— 
think of GUILD 
76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chicago Office, 7 So. Dearborn St. 
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‘Companion’ Poll 
Shows Awareness 
of Insurance Copy 


NEw YorK—Women are more 
aware of insurance advertising in 
magazines than in competitive 
media, Woman’s Home Companion 
reported in announcing a survey 
this week. Of insurance owners, 
61% were aware of insurance com- 
panies’ advertising in magazines, 
40% in radio, 36% in newspapers, 
and 72% for all three media com- 
bined. Non-owners had a compara- 
ble awareness, running 55%, 36%, 
32% and 63% for the respective 
categories in the same order. 

Crowell-Collier Publishing Com- 
pany, which sought to avoid pos- 
sible bias by adopting the fictitious 
name of A. G. Fryer & Associates, 
mailed a questionnaire to 2,000 
readers, drawn at random from 
subscription lists, except that the 
number drawn for various geo- 
graphical areas and urban sizes 
were made to conform to the maga- 
zine’s circulation pattern. Some 
41%, or 821 returns, of the 2,000 
questionnaires were answered. 

The reporting women found the | 
following themes interesting in in- 
surance copy: Facts about various 
types of policies (68%); facts 
about the company (54%); bene- 
fits of life insurance (53%); rec- 
ommendations for families of 
various incomes and sizes (50%); 
advice about personal health or | 
family (25%). 

Of the women answering the 
questionnaire, 72% owned life in- 
surance, and the polled group re- | 
ported that their average savings 
were about 13% of income, with 
average percentages varying from 
11% for the less than $2,000 an- 
nual income group to 17% for the 
over $5,000 group. 

Otherwise, the polled group re- 


YOUR 
STOCKS 
IN TRADE 


@ You may feel that you have 
nothing to do with the financial 
end of your business; that, if you 
make good enough shoes, or ships 
or sealing wax some underwriter 
will be eager to float a few shares 
or distribute a few debentures 
whenever you need capital. But 
just think how you strengthen 
your position with the under- 
writer if he feels that potential 
investors know who you are and 
what you make. 


A well conceived selling program 
is one indication of an alert man- 
agement. And all investors think 
first of the quality of manage- 
ment. 


Why make your stockholders wait 
for the annual report to find out 
how you are doing with their 
assets? Run your regular adver- 
tising schedule in BARRON’S, 
where 32,139 business and finan- 
cial people look for news that 
affects their corporate and per- 
sonal affairs. 


You will find that BARRON’S 
readers are wisely discriminating 
on the side of values. Whether it 
be investments, manufactured 
products or services, they care- 
fully appraise values before buy- 
ing. 

Eventually, this market must be 
sold. So why not examine* 
BARRON’S now? Advertisers 
find it brings constantly, compen- 
sating returns and responsive re- 
actions. 


*“Fact Finders Survey’? — 
BARRON’S comprehensive cir- 
culation breakdown is now 


available. 


BARRON'S 


ye BUSINESS AND FINANCIAL WEEKLY }-7 
* 
40 New Street, New York 4, N.Y. ma 


ported that (1) social security 
benefits are not regarded as suffi- 
cient for the needs of 3 out of 5 
families which will be entitled to 
them; (2) 60% of the non-insured 
families think they should own 
some; (3) most women who have 
insurance on their own lives hold 
a small amount (average $1,800). 


Two Join Dickie-Raymond 
Harlan Chapman, recently dis- 
charged from the Navy and before 
that with Hartford Electric Light 
Company, has been appointed ac- 
count executive in the New York 
office of Dickie-Ravmond, Inc. Wil- 
liam J. DiBello, who prior to serv- 
ing in the armed forces was cir- 
culation manager of Golf Magazine 
and Dell Publishing Company, has 
joined the staff as copywriter. 


Adds Albert Capotosto 


Albert Capotosto, formerly an 
advertising executive with Press 
Union newspapers, has 


directly from Manila, where he was 
public relations officer and aide to 
the commander of the Manila base, 
and was decorated by the Com- 
monwealth government. The rep- 
resentatives handle six Philippine 
papers, including the Manila Times. 


‘Buys ‘Aero Products’ 


Haire Publishing Company, New 
York, has purchased Aero Prod- 
ucts, New York, aviation product 
news magazine. The new publica- 
tion will be absorbed bv Aviation 
Equipment, the Haire publication 
in that field, beginning with the 
October issue. 


joined | 
World Agency’ Representatives, | 
New York. Mr. Capotosto comes. 


Also publishers of DRUG AND COSMETIC INDUSTRY 
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ing of our age—great 


warm emotion. 


HE’S young. She’s vibrant. She’s 
youth. And right now, within her 
sentimental mind, there lingers the 
tender refrain of a romantic tale by 
Faith Baldwin...a story she has 
just read in Cosmopolitan Magazine. 


Cosmopolitan’s pages are the place 
you find the greatest emotional writ- 


makes Cosmopolitan great reading. 
Here’s writing that spins webs of 
dreams—that creates moods of 


So now, Gorham, now that her 
eyes are soft with the stardust of 
Faith Baldwin’s fine writing — it’s 
time once more for your advertises 
ments! Fly in on the wings of illua 
sion! Give her dream clouds a silver 


Faith Baldwin has started her dreaming... 


writing that 


makes SALES! 


*A Cosmopolitan advertiser since 1914 


(losmopolilan 


GREAT WRITING 


lining. Parade your smartest styles in 
Sterling before her eager eyes while 
they’re still wide with inspiration. 


She’s just been carried away by the 
magic words of Ursula Parrott and 
Katharine Brush and Sinclair Lewis 
and all the other famous authors 
who appear in Cosmopolitan. 

Her emotions have taken over, 
Gorham. And emotion makes wars. 
Emotion makes marriages. Emotion 


MAKES GREAT READING 
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Rogel Appoints Three 


E. M. Gilbert, recently released 
from the armed forces, has been 
named senior account executive of 
Max Rogel & Associates, Newark 
— relations and publicity firm. 

onora E. Gorman has been named 
director of press releases, and 
Sylvia Sarnoff, formerly in the 
sales promotion department of Re- 
sistoflex, has been appointed pro- 
duction manager. 


Names Sweetser Agency 


Marcus Breier’s Sons, Inc., New 
York, maker and distributor of 
Bantamac outdoor water-repellent 
garments and Briarclub sweaters 
and sportswear, has appointed 
Sweetser, Byrne & Harrington, 
New York, effective next July 1. 
The account, which has been han- 
dled by Frederick - Clinton Com- 


$150,000. 


$61,000,000 May 
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Be Spent on Farm 
Products Research 


Congress Votes Funds 
for Studies During 
Next Five Years 


WASHINGTON—The Congression- 
al farm bloc, fearful that agricul- 
tural research may lag behind 
/research in other fields, slipped 
' through a bill (HR 6932) just be- 
fore Congress rushed out of town 


|next five years to find new mar- 
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VANCOUVER 


kets and uses for farm products. 

Though speeches about “econo- 
mizing” were a dime a dozen during 
that period, a sympathetic commit- 
tee spent less than three weeks 
weighing a measure which may 
boost government research for 
agriculture to nearly $38,000,000 
for the fiscal year ending June 30, 
1947. 


Most of the money goes to tech- 
nical research in cooperation with 
state agricultural stations, but the 
legislation is so broad that the 
Agricultural Research Administra- 
tion will have as much as $35,000,- 
000 which it can spend for about 
anything it pleases in cooperation 
with government or private or- 
ganizations. 


| Wide Latitude Provided 


_ Under the bill, research can per- 
| tain to anything from soil to hous- 
ing. It can involve the facilities of 
a state or university laboratory, or 
a national baking company, a trade 
association, or any other group 
| that can show that it would like 
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to find new sales opportunities for 
the things farmers grow. 

For the past 10 years the gov- 
ernment has poured up to $25,000,- 
000 a year into agricultural re- 
search, about $1,000,000 of it under 
the Bankhead-Jones research act. 
With the new bill, the other spend- 
ing continues, but Bankhead-Jones 
spending increases to more than 
$10,000,000 a year. 


$20,000,000 to States 


Under that bill, money may be 
spent for research relating to “im- 
proved methods of production,” 
“problems of human nutrition,” 
“new and extended uses and mar- 
kets for agricultural commodities,” 
“new and useful agricultural crops, 
plants and animals,” “more profit- 
able uses of the resources of agri- 
culture,” “conservation and devel- 
opment of land, forest and water 
resources,” “design, development 
and more efficient use of farm 
homes, buildings, machinery,” and 
“any other laws and _ principles 
which may contribute to the estab- 


@ Ideas and more ideas — over 150 of them in each issue of Household. 
Ideas on clothing, housing, child care. . 
important to more than 2,000,000 families in America’s big (it accounts 
for 66% of all non-farm single family dwellings) small city and town 
home market. 


. ideas on every subject 


Do these ideas get results? Just ask the advertiser who was snowed 
under by a 55,000-coupon response to his four-color Household ad. 


Yes, if it’s America’s small city and town market you want to sell... 


Household 


is your magazine. 


HOUSEHOLD. wscasine oF action 
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lishment and maintenance of ef- 
fective agricultural industry.” 

Before leaving, Congress voted 
that the federal government should 
give $20,000,000 for this work to 
state agricultural stations during 
the next five years, with each state 
getting a share based on the im- 
portance of agriculture to its 
economy. 

Congress also provided an addi- 
tional $15,000,000 to be spent in 
five years through contracts with 
public and private organizatiens 
for “further research on utilization 
and associated problems in connec- 
tion with the development and ap- 
plication of present, new and 
extended use of agricultural com- 
modities.” 

Third, it voted $6,000,000 during 
the next four years for “coopera- 
tive research” conducted by the 
Agriculture Department and state 
agricultural experimental stations 
“and such other agencies as may 
be mutually agreeable.” 


Sound System ‘Essential’ 


In making an additional $20,- 
000,000 authorization exclusively 
for marketing research, Congress 
declared that “a sound, efficient 
and privately-operated system for 
distributing and marketing agri- 
cultural commodities is essential to 
a prosperous agriculture.” 


Since it felt there were “many 
problems which cannot be solved in 
a laboratory, or facility of the 
federal government,” Congress left 
the Secretary of Agriculture free 
to enter into contracts with other 
branches of the government, state 
agencies, trade associations, pri- 
vate organizations and individuals. 

Such contracts are for “re- 
search, study, investigation, ex- 
perimentation and _ rendition of 
marketing services as are neces- 
sary for the development and es- 
tablishment of improved or more 
efficient methods of handling, stor- 
ing, processing, preserving, pro- 
tecting, marketing and distributing 
agricultural products.” 


Farm Research Trails 


In pushing the bill, the House 
agriculture committee argued that 
“it is apparent from the hearings 
(June 13-26, 1946) that agricul- 
_tural research is lagging far be- 
hind research in other fields, and 
| that additional research is urgent- 
| ly needed. 
| “This is easily demonstrated by 
| comparing two fibers—cotton and 
| rayon. Rayon, a product of the lab- 
| oratory, has been rapidly overtak- 
ing and supplanting many of the 
| former uses of cotton. It has made 
| such rapid strides it now threatens 
| to supplant completely some of the 
| major outlets for cotton. 
| “Rayon’s advancement and ex- 
| tended use has been due primarily 
| to research—research which devel- 
|oped its qualities and adapted it 
to an increasing number of new 
uses. This kind of research is sore- 
ly needed for agricultural products. 

“The principal deficiencies in 
agricultural research in the past 
have not been in the quality of 
such research, but in the lack of 
its scope and its size and number 
of research projects under way in 
relation to the myriad of problems 
confronting agriculture.” 


KSDJ Joins CBS 


Station KSDJ, a new station in 
| San Diego, Cal., has joined the CBS 
| network as its 159th affiliate. The 
| station, which will go on the air 
Oct. 1 and operate with 5,000 watts 
full time on 1170 kilocycles, is 
| owned and operated by the Finley- 
' McKinnon Broadcasting Company 
and is affiliated with the San Diego 
| Journal. 


R&R Elects Stewart 


Ruthrauff & Ryan, New York,. 


-has elected Kenneth D. Stewart 
|'a member of its board of directors. 
| Mr. Stewart has been an account 
| executive in the agency’s Chicago 
office since 1932, and was elected 
a vice-president in 1938. 
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Eastman Offers 
Ektachrome, New 
Fast Color Film 


CHICAGO—A new color film, 
Ektachrome, designed principally 
for use by professional and ad- 
vanced amateur photographers, 
was introduced here recently by 
Eastman Kodak Company, Roches- 
ter, N. Y., at the 55th annual con- 
vention of the Photographers’ 
Association of America. 

Use of the new film will enable 
studio photographers to develop 
their own shots and to know in as 
little as 19 minutes if they were 
successful, the company says. This 
advantage in time over the preseni 
practice of sending color film out 
for processing which requires a 
minimum of 24 hours, probably 
will encourage use of the new film 
in studios where fairly elaborate 
sets are required. 

Eastman is stressing the fact 
that development can be handled 
by competent darkroom workers 
but it warns that extremely care- 
ful temperature control is required. 

While the new film will cost only 
about 75% of the present price for 
Kodachrome, cost of developers 
and handling will probably boost 
the price above present Koda- 
chrome costs. However, savings by 
eliminating delay will probably 
more than offset the higher cost, 
photographers believe. 


Eastman expects the demand for | 
anywhere | 
from 25% to 50% of the present | 


Ektachrome to take 


color film demand, but company 
officials said that many sales will 
probably be made to new customers 
who have used only limited color 
photography previously. 
use of the new film, photographers 
will be able to make prints through 
processes now unavailable for 


Kodachrome to the individual pho- | 


tographers. 


Advertising copy promoting) 
Ektachrome has not yet been re-| 


leased but will appear later in the 
photographic press through J. Wal- 
ter Thompson Company. 


ABC Adds 216th 


Station WBSR, a new 250-watt 
station under construction in Pensa- 
cola, Fla., will become the Ameri- 
can Broadcasting Company’s 216th 
affiliate on Sept. 28. WBSR will be 
operated by the Escambia Broad- 
casting Company, with Ruth Bra- 
den as manager. 


Dallasites are kept abreast of State, 
National, and International events 
and trends through the leased wire 
facilities of The Times Herald. Thor- 
ough coverage is given through the 
use of the three major wire services 
(AP, INS, UP) and intelligent edit- 
ing. More than 60 regular features 
carried in The Times Herald com-’” 
plement the wire services arid en- 
able Dallasites to get all sides of 
every question and event. 


THE DALLAS 


TIMES 
HERALD 


DALLAS’ GREATEST NEWSPAPER 


Represented by 


THE BRANHAM COMPANY 


Through | 


Meat Institute Elects 


R. A. Rath, president of Rath 
Packing Company, Waterloo, Ia., 
has been named chairman of the 
advertising policy committee of 
American Meat Institute, Chicago, 
succeeding John Holmes, president 
of Swift & Co. Don Smith, adver- 
tising and promotion manager of 
Wilson & Co., Chicago, has been 
appointed chairman of the adver- 
tising planning committee, with 
Geo. A. Morrell, vice-president of 
John Morrell & Co., Ottumwa, Ia., 
as vice-chairman. 


Gallagher Joins Upham 


John S. Gallagher, formerly ac- 
count executive with Wilson, 
Haight & Welch, Hartford, has 
joined Philips Webb Upham & Co., 
New Haven, Conn., as an account 
executive on New England ac- 
counts. He was formerly in charge 


of advertising and publicity for the 
Chandler-Evans Corporation, South 
Meriden, Conn., and owner of a 
direct-mail service in Boston. 


Graver Names Two 


Edward B. Heyden, formerly 
with Lummus Company, has been | 
named to head the construction di-_ 
vision of Graver Tank & Mfg. | 
Company, East Chicago, Ind. John | 
E. Fogarty, manager of the weld- | 
ment division in East Chicago, has 
been appointed general manager of | 
the Sand Springs, Okla., plant. 


Named Sales Manager 


E. H. Bogardus, member of the | 
Tubize Rayon Corporation sales, 
staff since 1925, has been appointed | 
sales manager of the rayon division | 
of Celanese Corporation of Amer- | 
ica, New York. 


Miss America runs 
a fever! 


Although MISS AMERICA Magazine ran a pretty 
high “fashion fever” in the September issue, she had a reason. 
Almost 1,000,000 teen-age girls— having fretted through 
the summer waiting to learn what would be “solid” 

for back-to-school wear — were clamoring for the inside 
story from their favorite magazine. So MISS AMERICA 
broke into a furore of fashion in the September 
Back-To-School issue . . . but quickly.settled down 
to the normal 100.6* for October. 


That’s how MISS AMERICA operates .. . 
giving her teen-age audience what they’re after 
when they’re after it, whether it’s apparel, 
cosmetics, careers or comics . . . and that’s why, 
month after month, more teen-agers storm the 
newsstands for MISS AMERICA than for 


any other teen-age magazine! 


*The extra two degrees of temperature represents the 
normal for a teen-ager’s interest in what she wears, 


**We not only CAN prove it, we LOVE to. 


1*#* 


Calvin Joins B&B 


Robert J. Calvin, formerly with 


Gets Coat Account 


Reisman-Rothman, 
Durstine & Os-| manufacturer of girls’ coats, has 
born, has joined Benton & Bowles,| named Krugman-Williams, 
| New York, as an account executive. | York, to handle its account. 


——> 
PHOTOSTATS 


MFOR ADVERTISING... 


PHONE WHI. 5355 


540 N. MICHIGAN AVE. @ 185 N. WABASH AVE. 
410 N. MICHIGAN AVE. @ 111 &. DELAWARE ST 


magazine 


350 FIFTH AVENUE, NEW YORK 1, N. Y. 
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mG _ UR DISTRIBUTION PROMOTION PLANS WITH 
—SPEARHEA D LEADERSHIP AT “POINT OF SALE” 


Don't be satisfied 
with ordinary wasteful 


DISPLAYS 
Way We Suggest... now is 


the time to employ our counsel and serv- 
ices to insure best acceptance, maximum 
use, consistent results. 


We area Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in" the force of national advertising. 


36 Pages... 
Write for a copy of it Today on your Business letterhead. 


America's Largest = rgan 


W.L. STENSGAARD & ASSOCIATES, INC. 


343 N. JUSTINE STREET « CHICAGO 7, ILL. 


THE BLINN WRITES 


For Elgin Window and D:partment Identification 
ALSO COMPLETE SERVICES FOR EVERY 
OTHER POINT OF SALE ACTIVITY 

420 Pictures . .. an Exhibit of Performance 


ttion Specializing 
in Me dise Prese 3tion 


‘Cotton Rugs 


Make Ad Bid in 
Fall Campaign 


CuHiIcaGo—C otton rugs which 
moved out of bathrooms during the 
war to take their places in living 
rooms and bedrooms are being pro- 
duced in soft pastels and color 
combinations to maintain their 
popularity as a house-wide floor- 
covering. 

With its first full-color cam- 
paign bringing its ad expenditures 
to about $250,000 during 1946, 
Charm Tred Mills, Inc., is boosting 
use of cotton rugs for general 
household use. Copy will run 
through December in American 
Home, House Beautiful, House & 
Garden, Modern Screen, This Week 
Magazine and Woman’s Home 
Companion. In addition to the na- 
tional campaign, the company is 
offering dealer helps including 
sales literature, displays and mats. 

New colors available only 
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through use of cotton are being 
stressed in the copy. The company 
earlier this year spent-about $100,- 
000 in advertising and the fall 
campaign will cost an estimated 
$150,000. 


Irving J. Rosenbloom Agency, 
Chicago, handles the account. 


Wagner Electric Drops 
Ad Manager Post 


Wagner Electric Company, St. 
Louis, maker of electric motors, 
transformers and air brakes, has 
permanently discontinued the title 
of advertising manager following 
the resignation of Carl Dietrich, 
who has become sales promotion 
manager of Accurate Parts Mfg. 
Company, Cleveland. 


Wagner’s advertising and pub- 
licity, vill be handled by the com- 
pany’s sales office, headed by Les- 
ter C. Dobrunz. No change in the 
company ’s national advertising 
program is contemplated. Copy is 
appearing in Collier’s and The 
Saturday Evening Post as well as 
in 50 business papers. 
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ANEADIV SOUTH 
Pantven! 


Wisely said, Old Timer! The 


Young Colonel Memphis 


Comes of Age! 


Out of the traditions of the Old South has sprung Young Colonel 


Memphis, symbol of new Agricultural 
diversification and the rise in industrial 
power, the basis for the economic sta- 
bility of Memphis, one of America’s key 
markets. 


THE COMM 
MEMPHIS 


South is the major frontier for in- 
dustrial expansion. This is partic- 
ularly true of the Memphis Market, 
embracing as it does the western 
half of Tennessee, the northern 
half of Mississippi and the eastern 
half of Arkansas. 


During the past four or five 
years the earnings of citizens in 
these states have more than dou- 
bled. Industrial production almost 
trebled. Retail sales and all the 
other indices of economic activity 
increased about twice as fast as 
the country as a whole. Only the 
state of Washington, with its war- 
time ship building activities, 
showed greater gains. 


Only a few of these gains can 
be attributed to the war. Today 
the war plants are reconverted, the 
soldiers gone. There is practically 
no unemployment. The 1946 in- 
come of the people of the South 
will be only a little below the war- 
time peak. The South was expand- 
ing, industrially, faster than the 
rest of the country before World 
War II and will continue to do so 
in the postwar period. 


Thorough coverage of this tre- 
mendous sales potential is afforded 
the advertiser who uses both 
Memphis newspapers. 


Montana Dailies 
Join to Promote 
Mountain Market 


New YorK—Four Montana 
daily newspapers—the Butte Stan- 
dard-Post, Billings Gazette, Mis- 
soula Missoulian-Sentinel, and the 
Helena Record—have joined in 
sponsoring a presentation to ad- 
vertisers and agencies of ‘Mon- 
tana—the Treasure State.” 

The first three papers are repre- 
sented by Jann & Kelley, Inc., 
which worked on the study. These 
four cities and Great Falls are said 
to cover the bulk of the buying 
power of the 575,000 people in this 
third largest state in the country. 

The study also promotes the en- 
tire Northern Rocky Mountain 
area, composed of Montana, Idaho, 
Wyoming, Utah and Colorado. It 
emphasizes that this area is an 
“isolated” and largely undeveloped 
“empire.” 

Some figures: “Largely as a re- 
sult of irrigation, Montana’s culti- 
vated acreage has increased from 
13 million in 1910 to 47 million in 
1945.” Montana farmers in 1945 
had an average cash income of 
$6,973. The Rocky Mountain states 
are exceeded only by those on the 
Pacific Coast and West North Cen- 
tral areas in per capita retail sales, 
and such sales in Montana alone 
are higher than in such more pop- 
ulous states as California, Texas, 
Illinois, New York, Ohio, Michigan 
and Pennsylvania. 

Butte Hill alone has produced 
minerals worth $3% billion, with 
many years of work definitely laid 
out for it, and despite an annual 
production of more than 400 mil- 
lion board feet of lumber, the 
state’s present stands of commer- 
cial timber are more than 44 billion 
board feet. 


Consumer Relations Unit 
Prepares Textbook 


The Committee on Consumer Re- 
lations in Advertising, New York, 
has announced the preparation of 
a series of lessons on “The Con- 
sumer-Buyer and Distribution” in- 
tended as a textbook and lesson 
plan for schools, colleges and adult 
study groups. 

Purpose of the lessons is to pro- 
vide a picture of the work of dis- 
tribution from the consumer view- 
point, including price-making 
forces, retail methods and prac- 
tices, principles of buying, con- 
sumer protection, and other market 
factors influencing consumer buy- 
ing. 


E. C. Bennett Retires 


Ellsworth C. (Larry) Bennett, 
who has been with McCann-Erick- 
son for 37 years, has announced 
his retirement. Mr. Bennett was 
assistant to the late A. W. Erick- 
son for many years and when the 
Erickson Company was merged 
into McCann-Erickson he_ con- 
tinued as vice-president and direc- 
tor of the new company. He will 
live in Fort Myers Beach, Fla. 


20 Vesey Street 
New York 7, N.Y. 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


In California’s great 
Inland Market where 

The Sacramento Bee, 

The Modesto Bee and 
The Fresno Bee dominate, 
RETAIL SALES NOW 
EXCEED ONE BILLION 
DOLLARS* 


(Effective Buying Income is 
nearly Two Billion*) 


THE SACRAMENTO BEE is 
HOME DELIVERED to 94 out of 
every 100 families in the ABC 
city zone. 


91% coverage in ABC city zone; 
57% of trading area. 


circulation between San Francisco 
and Los Angeles, gives 90% 


. ’ 
Sales Management's 1946 coverage in the ABC city zone. 


Copyrighted Survey 


THE MODESTO BEE otters 


OU KNOW you have a following when you advertise in the 

three McClatchy Bees. More Valley people read these 

newspapers than you possibly could reach by any other combi- 
nation of daily papers—local or Coast. And prosperous people! 
The average NET income per family in the Billion Dollar Valley of 
the Bees is $3740.* 

Tap this rich inland California market where retail sales now 
are more than a Billion Dollars. Put these three newspapers on your 
list—The Sacramento Bee, The Modesto Bee and The Fresno Bee. 


THE SACRAMENTO BEE - THE MODESTO BEE - THE FRESNO BEE 


MCCLATCHY 


\, ceatge 


NEWSPAPERS 


National representatives . . . O'MARA & ORMSBEE, INC. 


New York . Los Angeles . Detroit . Chicago . San Francisco 
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Admiral Runs 
Dealer Copy 
for Dual-Temp 


Cuicaco—Admiral Corporation, 
which has been plugging its Dual- 
Temp refrigerator in national 
magazines, has launched a news- 
paper campaign in about 100 mar- 
kets from coast to coast inviting 
the public to inspect the Dual- 
Temp. Although the cost of the 
campaign, estimated at approxi- 
mately $5,000, is being borne by 
Admiral, the ads are running over 
distributors’ signatures. 

Admiral originally planned to 
have 26,000 refrigerators ready for 
dealers but the current output is 


SRE. 


sara 


De 


BUFFALO BROADCASTING 
CORPORATION 4 


RAND BUILDING, BUFFALO, N.Y. 
~ moti inal Representatives: Free & Peters, Ine, 


|estimated at about 8,000 — which 
jassays out to about three per 


dealer. 

Admiral acquired the facilities 
for making Dual-Temp from 
Stewart-Warner Corporation when 
it bought Stewart-Warner’s home 
appliance department early in 
1944. Some of the Stewart-War- 
ner facilities are still being used 
by Admiral. Along with Dual- 
Temp, Admiral also got Stewart- 
Warner’s electric range and home 
freeze unit. 


National copy for Dual - Temp- 
has run since early this year in 
such national magazines as Ameri- 
can Magazine, Collier’s, Good 
Housekeeping, McCall’s and True 
Story. 

Cruttenden & Eger, Chicago, is 
the agency. 


Issues Folder 


Air Review Publishing Corpora- 
tion, Dallas, is offering for the 
first time since 1941 a new direct 
mail list covering the aviation 
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field, titled “Official Directory of 
U. S. Certificated Airmen.” The 
folder outlines the costs and other 
details of the new listing of li- 
censed pilots and airmen, together 
with details of the companion list, 
“Official Directory of U. S. Cer- 
tificated Aircraft.” 


Plans Jewelry Campaign 
Manleigh, Inc.. Providence, 
manufacturer of men’s jewelry, 
has completed plans for launching 
a campaign in national magazines, 
using American Magazine, Col- 


lier’s, Cosmopolitan, Esquire, For- 
tune, Look, New York Times Mag- 
azine, Pic, The Saturday Evening 
Post and True. In addition, copy 
will appear in business papers 
and dealers will be offered news- 
paper mats and display cards. 


Cusack Leaves NBC . 

Parmelee W. Cusack, art direc- 
tor of NBC’s advertising and pro- 
motion department in New York, 
will leave the network Sept. 30 to 
set up his own advertising and 
promotion studio. 
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Names Ward & Futterman 

Louis Milani Foods, Chicago, has 
appointed Ward & Futterman, Chi- 
cago, to handle all of its advertis- 
ing. The agency previously han- 
dled the majority of the Milani 
product advertising. 


Celebrates 100th Year 


The Boston Herald celebrated its 
100th anniversary Aug. 22 with a 
special birthday edition, contain- 
ing a 296-page special centennial 
section. 


Airlines Advise 
Travelers About 
‘No Show’ Rule 


New YorK—The Air Transport 
Association of the United States 
recently took space in 98 news- 
papers of 92 cities to tell the air- 
traveling public how its new “no- 
show” rule works. ATA, which 
represents the domestic airlines, 
explained that an airline passen- 


ger must now confirm his reser- 
vation three hours in advance of 
flight, provided he falls into these 
three categories: 

(1) If he holds the return por- 
tion of a round-trip ticket for 
which space has been reserved; 

(2) If he has the continuing 
portion of a stopover ticket for 
which space has been reserved; 

(3) If he has bought a ticket 
in one city for a plane departing 
from another city. 

ATA’s copy was signed by 19 


lines, one of which (Colonial Air- 
lines) will require six hours in- 
stead of three for advance con- 
firmations. 

The Civil Aeronautics Board 
had agreed to permit the airlines 
to institute this step to relieve 
congestion and to prevent the de- 
parture of aircraft with a substan- 
tial number of empty seats. ATA’s 
agency, Erwin, Wasey & Co., pre- 
pared and released the copy, giv- 
ing newspapers the option of run- 
ning it on Sept. 3 or 4. 


When you've got a man-sized advertising job to do... don’t send a boy-sized schedule. 
And if you’re calling the shots on an industrial advertising program today, 


Calling it a man-sized job is just another way of saying it’s a whale 

of a big opportunity. Industry is buying BIG today... it contemplates spending 
for plant equipment and alterations alone a half billion dollars more 

than Mr. and Mrs. America would spend for automobiles... if they could get ’em! 


Master-minding an advertising job when stakes like that are involved calls 

for plenty of shirt sleeves, down-to-earth thinking, planning and selling. 
It demands dare schedules and copy that sells, beamed direct to the men 
who buy in the magazines they read. McGraw-Hill 


ASK YOUR McGRAW-HILL MAN for a copy of 


make no mistake, brother, you’ve got a man-sized job to do! 


a | ‘e 


“Advertising Builds Recognition’’— a series of case 
study comparisons of advertised versus 


non-advertised products. 


1G COMPANY, 


INC. 


Headquarters for Industrial Information 
330 West 42nd Street, New York 18, New York 


magazines are custom-designed to reach 


America’s most important industries. 
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The copy is single-shot, and will 
not appear again until October, 
when the airlines will institute a 
penalty of 20% on ticket-holders 
who fail to comply with the regu- 
lation. 


Revamps Ad Setup 

Capitol Records, Hollywood, has 
reorganized its advertising and 
promotion operations, with H. W. 
Woodmansee as advertising man- 
ager. George Oliver has been 
named to head the newly organized 
sales promotion department. Dave 
Dexter Jr. will edit the news mag- 
azine and direct the publicity de- 
partment. All will be under the 
supervision of Floyd A, Bittaker, 
national sales manager. Market 
research and merchandising sta- 
tistics will be handled by Richard 
Hanel. : 


BUFFALO BROADCASTING 


CORPORATION 
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Norwegians Push 
Sales of Foreign 
Publications 


Osto, Norway—After a five- 
year dearth of outside contact 
with intellectual and _ scientific 
publications, Norway is learning 
via a newspaper and_ business 
paper campaign that foreign pub- 
lications are again available. 

The campaign, headed ‘“Profes- 
sional Publications for Profes- 
sionals,” is being run by Narvesen 
Kiosk Kompani, Oslo, one of the 
biggest organizations distributing 
periodicals and newspapers in the 
Scandinavian peninsula. News- 


“3033 Retailing Ideas ” 


New, Enlarged 1946 Edition 


ONLY BOOK OF ITS KIND—offers widest, 
deepest insight into retailing actualities, not 
theory — advertising, merchandising, selling, 
display, administrative nearly every line. For 
manufacturers, distributors, sellers consumer 
- 4 - wets ettogss, schools, public 
raries, advertising ag es, newspapers. 
5%x8, 306 Pgs., 40 Chpt. $3.50 ppaid. 


E. LYONS, Publisher, Pittstown 3, N. J. 


stand sales of foreign professional 
and scientific magazines are 
strongly limited due to exchange 
restrictions, but subscriptions are 
available where they are con- 
sidered necessary for reconstruc- 
tion. 

Most of the ads now being 
placed are one-column wide and 
of varying depths. American pub- 
lications promoted in the various 
ads include American Automo- 
bile, American Photography, Elec- 
tric Merchandising, Motor Age, 
Popular Photography and various 
medical publications. 


Fifty-one Ex-CABers 
Now in Hooper Fold 


C. E. Hooper, Inc., continues to 
add formerly exclusive Coopera- 
tive Analysis of Broadcasting sub- 
scribers. Addition of four adver- 
tisers and four agencies in the past 
fortnight jumped the total to 51 
such subscribers. 

Latest to sign for Hooperatings: 
Brooke, Smith, French & Dor- 
rance; Hazard Advertising; Jesse 
M. Joseph Advertising, and Hoff- 
man & York, agencies; Beech-Nut 


Packing, Grove Laboratories, In- 
ternational Silver and Lambert 
Pharmacal, advertisers. Five new, 
non-CAB clients also have been 
added: Schenley Distillers; Wal- 
ter Weir, Inc.; Fuller & Smith & 
Ross; Piedmont Advertising, and 
Phillips H. Lore, Inc. 


Join Greater Weeklies 


Martin Calbert, president of 
New Jersey Newspapers, Inc., and 
owner of Martin Calbert Com- 
pany and Barry T. Mines Com- 
pany, has become a member of 
the staff of Greater Weeklies divi- 
sion of the American Press Asso- 
ciation. All three firms represent 
New Jersey newspapers for na- 
tional advertising. 

The Greater Weeklies division 
is a group of 219 weekly news- 
papers with a combined circula- 
tion of 583,889. All are members 
= the Audit Bureau of Circula- 
ions. 


Opens Chicago Branch 
Cummings, Brand & McPherson, 
Rockford, IIll., agency, has opened 
a Chicago branch in the Opera 
building, 20 N. Wacker Dr. 


Compact— f ne 


easy to carry 


ULUSTRAVOX two-way training-the ONE best way 


N:.. you can deliver your train- 


ing message with twice the 
impact! Illustravox sound slidefilm 
equipment uses both dramatic pic- 
tures and spoken words to focus 
full attention on your story. Trainees 
learn up to 40% faster, remember as 
much as 25% longer! 
You can depend on Illustravox 


for it gives you maximum two-way 


IL 


Dept. 


effectiveness at minimum expense. 
Portable, trouble-free, and easy to 
operate, Il]ustravox has already been 
field-tested and proved by America’s 
industrial leaders. Plan now for the 
competitive days ahead with speedy, 
effective Illustravox two-way train- 
ing—the one best way! The Magnavox 
Company, Illustravox Division, 


AA-9, Fort Wayne 4, Indiana. 


LUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE 


aqnavox 
COMPANY ef FORT WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 


Frank Peet, Connecticut’s state commissioner of agriculture, re- 
cently presented the Nat’l Institute of Gardening’s state, town food 
conservation championship trophy to Richard Henderson, promo- 
tion director of the Hartford Times, who received it on behalf of 
the mayor’s food conservation committee, of which he was chair- 
man. He also served as chairman of the greater Hartford garden 
program... 

Lee Pambrun, manager of radio advertising for Stewart-Warner 
Corp., and Doree Lysne, who coordinates photography and fashion 
for Whitaker-Guernsey Studios in Chicago, were married Sept. 7. 
Spent a brief honeymoon at Lake Lure in North Carolina... 

John Pattison Williams, vice-president of WING, Dayton, and 
WIZE, Springfield, and pres. of the Ohio Association of Broadcast- 
ers, has been named by Gov. 
Frank Lauche as a mem- 
ber of the 11l-man Ohio 
Army Advisory Committee. 

Allan T. Preyer, chairman of 
the board of Morse Interna- 
tional, was made a member of 
the “Brass Hats” in apprecia- 
tion of a speech he made re- 
cently before the Advertising 
Club of St. Louis. . . 

J. Walter Thompson’s South 
Africa managing director, J. 
Hamilton Russell, is en route 
to London after a month’s visit 
in New York and the West 
Coast. After a whirl on the 
Continent, Mr. Russell will re- 
turn to his home office in S. A. 
. . . Accompanied by his wife, 
Myron Zobel, president of 
American International Pub- 
lications (Norte, Revista Conti- 
nental), is leaving on a three 
week Caribbean trip, during 
which he will check on the 
circulation picture for interna- 
tional magazines and on busi- 
ness conditions in Puerto Rico, Cuba and Venezuela. . . Another 
JWT official, John Russo, art director of the Buenos Aires office, 
has arrived in New York for a three month visit. . . 

A marriage of interest to ad people took place Aug. 31 in Bronx- 
ville, N. Y., when Kathleen Christopher Egan, daughter of James 
William Egan Jr., former ad manager of the New York Times and 
now vice-president of the Toledo Blade, wed James Vincent Tomai 
Jr. of Glen Rock, N. J... 

That Simpson-Reilly Ltd., publishers’ representative, is better 
known in Hong Kong than is the Los Angeles Chamber of Com- 
merce was indicated recently by a letter received by Walter S. 
Reilly from U. Wing, Chinese importer, who requested that an 
enclosure be forwarded to the C. of C. The chore was attended to 
personally by the Los Angeles office head. . . 

“Fifth age of man”—upon attaining success—in the “seven ages 
of man” ad series run by Fabian Bachrach, New York photographer, 
is portrayed by Cranston Williams, general manager of ANPA.. . 
The new home pictured in the New York Times recently, in Port 
Washington, L. I., was bought 
by Harold A. Smith, manager 
of Young & Rubicam’s public 
relations department. . . Col- 
laborators on a military hand- 
book on combat intelligence, 
titled “Front Line Intelligence,” 
published this month by In- 
fantry Journal Press, are Ro- 
bert W. Robb, of N. W. Ayer’s 
public relations department in 
Hollywood, formerly newspaper 
and public relations man and 
recently a colonel in the Army, 
and Stedman Chandler, with 
the Pacific Coast Bureau of Ad- 
vertising, ANPA, San Fran- 
cisco, and during the war a 
lieutenant colonel. This is the 
first book for both men... 

A Democratic candidate for 
the New York state supreme 
court is Charles E. Murphy, 
New York attorney who at one 
time was president of New 
York’s adclub and is counsel to 
the AFA... 

The recent birth of a son to 
Bill Harms (with George Hol- 
lingbery, radio representative) 
and his wife, makes Marvin 
Harms, g.m. of H. W. Kastor & 
Sons Advertising Co., Chicago, a grandfather, and a very proud 
one... 

Bob Wilmans, head of a Dallas printing and lithographing con- 
cern and a member of the Dallas Advertising League, went to Colo- 
rado to fish. He caught two trout, and this is what they cost: Fly 
rod, $20; reel, $6.50; lines, $4; flies and lures, $12; fishing box, 
$3.50; boots, $8.50; license, $3; groceries, $10, and cabin, $6. But 
he had a lot of fun... 

Buxton Lowry, prose-slinger at Henri, Hurst & McDonald, Chi- 
cago, breezed off with his bride, the former Louise Yates, one-time 
soloist with the Northerners, for a trip through Quebec and New 
York. They were married Sept. 4 in Evanston, Ill... Will Yolen, 
publicity chief of WNEW, New York, has sold a story to The New 
Yorker... 


TIME OUT—John J. Van Nostrand Jr., 
who has joined the recently formed 
agency of Sullivan, Stauffer, Colwell & 
Bayles, New York, and his wife are 
shown on the lawn of "Horizons," 
where they vacationed in Bermuda. Mr. 
Van Nostrand will have charge of the 
agency's Hollywood operations. 


ON THE LINE—Ralph Fulton, eastern 
ad mgr. of Sports Afield, showed he 
could land them on the line, even 
when it isn't a dotted line, during the 
salt water fishing trip of the Rod and 
Gun Editors Association of N. Y. 'Tis a 
70-pound white marlin. 
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Auto Makers Get 
Plan to Cut 
Ignition Static 


NEw YorK—The automotive in- 
dustry is taking steps to reduce 
motor ignition interference to 
shortwave, FM and television re- 
ception. 

Last week, as a result of ex- 
periments conducted during re- 
cent months by a joint committee 
of the Society of Automotive En- 
gineers and the Radio Manufac- 
turers Association, the Automo- 
bile Manufacturers Association 
submitted to the industry tenta- 
tive standards to curb ignition 
static “within tolerable limits.” 

The joint AMA-RMA recom- 
mendations call for vehicle manu- 
facturers to meet the proposed 
standards by Jan. 1, 1948. Rede- 
signing of ignition systems will be 
entailed in some cases, the AMA 
stated. 

The problem of auto ignition 
static was relatively unimportant 
before the war because it causes 
little disturbance to AM recep- 
tion in homes. Motorists with car 
radios met the problem by having 
suppressors installed on _ their 
sparkplugs and coils. But the ad- 
vent of FM and television has 
heightened the problem. Worst 
offenders are buses and large 
trucks, whose ignition static can 
chop up nearby FM reception and 
blur television images. 

Nothing much can be done about 
the 25 to 30 million prewar cars 
now on the streets; their owners 
can only be asked to install sup- 
pressors. But the auto industry 
sees static-less cars as a definite 
necessity of the future. 


Buys Wood Product Firm 


Dearborn Company, Chicago, 
furniture manufacturer, has pur- 
chased the Munising Wood Prod- 
ucts Company, with plants in 
Munising and Marquette, Mich., 
maker of salad bowls, clothes pins, 
wood handles, agricultural imple- 
ment parts and furniture dimen- 
sion stock, from the Cleveland 
Cliffs Iron Works. Joseph F. Rob- 
ineau is president of the new 
corporation. Lee D. Jalkut is vice- 
president in charge of sales; Fred- 
erick A. Terry, vice-president; 
William G. Trojan, treasurer, and 
Newton B. Schott, secretary. 


PRINTING 


—WHITEHALL— 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING +» ENGRAVING + PRINTING 
400 N. RUSH ST., CHICAGO, WHitehall 2300 


Made a Weekly 
Video Show 


“Stump the Authors” has be- 
come a regularly scheduled weekly 
television presentation of Ameri- 
can Broadcasting Company. The 
program is heard Fridays, 9-9:30 
p.m., CDT, over Station WBKB, 
Chicago. It will run for a period 
of four weeks and will then be 
offered for sponsorship. The show 
will continue to be broadcast to 


the radio audience Sundays, 
3-3:30 p.m., CDT. 
Smith Joins Wentland 


Mrs. Gene Smith, formerly art 
and advertising director of Lib- 
erty House Advertising Agency 
and art director of the Honolulu 
Star-Bulletin, has joined the staff 
of Harry J. Wendland Advertising 
Agency, Los Angeles. 


Bakers Plan Copy, 
Rap Ads Asking 
‘Eat Less Bread’ 


St. Louis—The St. Louis Mas- 
ter Baker’s Association, which last 
month raised a howl when the 
Associated Retailers of St. Louis 
sponsored full-page copy urging 
less bread consumption, is plan- 
ning to launch a campaign of its 
own boosting local bakers. 

In a series of ads now being 
planned, the bakers’ group will 
promote a slogan which it hope- 
fully believes will become as well 
known as the famous “Say It With 
Flowers” slogan of florists. From 
various suggested slogans, the as- 
sociation will select one shortly 


for the proposed promotional cam- 
paign. 

The campaign will come partly 
as a reply to the Associated Re- 
tailers’ ads which urged that each 
person eat two less slices of bread 
daily. The bakers contend that 
flour, butter, shortenings, etc., are 
available to Europeans in quanti- 
ties that make such U. S. conser- 
vation requests unnecessary. 


To Sponsor Art Lectures 


Beginning in October, Vernon- 
Stephens-Hall, Chicago and New 
York, will sponsor a series of lec- 
tures on advertising art to be given 
by well known illustrators and 
art directors at the Chicago studio 
660 N. Rush St. Along with the 
actual demonstrations of painting, 
each artist will discuss his philos- 
ophy and approach to art prob- 


lems. The art directors will tell 
how they select artists for story 
illustrations and will give their 
personal views on painting. tech- 
niques. The classes will be limited 
to 100 persons. 


Names Albert Jarvis 
Sangers Ltd. of London, Eng- 
land, has named Albert Jarvis 
Ltd., Toronto, to handle the ad- 
vertising of its Glymiel Jelly, a 
hand beautifier, which will ap- 
pear on the Canadian market soon. 


ARE MORE DISTINCTIVE | 


Window and Convention 


Displays, Presentations, 
Posters and Signs. 


F. CARLSON SIGN & DISPLAY 
BY = =PHONE WAB. 9111 - 505 S. STATE, CHICAGO 


Tobacc? - ¢ 
Cig Soh! 
prives Spells 
To pers = 


CLUE NO. 1—It has 140,546 subscribers and 
identified regular readers. 


CLUE NO. 2—76,826 of these are in Industry 
and Commerce. Got it yet? 


CLUE NO. 3 — 


66,468 are Presidents, Owners, 


Partners, Vice Presidents, General Managers 
and Department Heads. Still in the dark? 


A challenge that will pay off in results to any 
advertiser to business and industry. (Don't 
read beyond the clue which prompts your answer.) 


CLUE NO. 4—It carried the business and indus- 
trial advertising of 505 companies during 1945. 


CLUE NO. 5—It’s must one every decision- 


making business executive. 


his is the tip off! 


CLUE NO. 6—It’s America’s fastest growing 
business publication—a proved sales force of 
both broad scope and penetration. 
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Elgin Opens 
Fall Campaign 


E.LGINn, ILL.—Despite limited pro- 
duction, Elgin National Watch 
Company, maker of Elgin watches, 
is launching its biggest fall cam- 
paign with a series of four-color 
and black-and-white ads in na- 
tional magazines. The series will 
run through December. 

Developed along’ sentimental 


COLOR PRINTING 
WITHOUT COLOR PLATES 


Use color that will add sales appeal to your 
printing jobs by using our inexpensive color 
process. Ask for samples and further information 
about this AMAZING NEW COLORGRAPH 
PROCES 


= 


Colorgraph Process Co., 241 E. Illinois St. 
Chicago 11, Ill. Superior 9537 


lines, Elgin copy will appear in 
American Magazine, The American 
Weekly, Esquire, Ladies’ Home 
Journal, Life, The Saturday Even- 
ing Post, Seventeen and True 
Story. There will be three in- 
sertions in each publication, to be 
selected from three black-and- 
white ads and two full-color ads 
which comprise the series. 

J. Walter Thompson Company, 
Chicago, is the agency. 


Cranberry Canners 
Plan Fall Drive 


The National Cranberry As- 
sociation, Hanson, Mass., will start 
a magazine campaign for its Ocean 
Spray products with two-color, 
half-page advertisements in Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 


and Woman’s Home Companion, 
starting with November and De- 
cember issues. 

The account spends $85,000, and 
is placed through Harry M. Frost 
Company, Boston. The associa- 
tion, a cooperative which includes 
grower-members in Massachusetts, 
New Jersey, Wisconsin, Washing- 
ton and Oregon, expects to market 
about 45% of the national cran- 
berry crop (AA, Sept. 9). 


KBS Issues Rate Card 


Keystone Broadcasting System 
has issued a new rate card, No. 
55, effective Sept. 1, with basic 
rates for one hour Class A time, 
$5,750, and Class B time, $5,000. 
The rate for five-minute periods is 
$1,150 and $600 for one minute. 
Current KBS advertisers are pro- 
tected under the former rate card 
for one year. 


Advertising Age, September 16, 1946 


Department Store 
Sales Jump 45% 
as August Ends 


WASHINGTON—Department store 
sales the last week of August con- 
tinued to gain, with sales in the 
U. S. 45% higher for the week 
than for the same week last year, 
according to the Federal Reserve 
Board. 

Exceptionally high year-to-year 
gains were registered in Birming- 
ham (up 71%), Syracuse (65%), 
Houston (61%) and Newark 
(59%). Lowest gain from a year 


1 


ORE than ever today, executives demand 
complete, accurate, timely business news 
and interpretation. The Wall Street Journal 
alone of all business publications meets this 
urgent need of key executives for the daily re- 


porting of all. 


oe 


the developments upon which 


they base their-decisions. 

Emphatic proof: a circulation increase .. 
with absolutely no special incentive stimula- 
tion...of 141.724 in the past six years, plus 
the highest known subscription renewal rate 
of any horizontal publication! 


ational Business 


Daily 


Isn’t it logical that advertising to industry 
and. business has its greatest opportunity for 
impression when displayed against authorita- 
tive news columns and read by executives in 


their offices at the point of sale? 


It is this compelling force which gives ad- 
vertisers in The Wall Street Journal the surest 
contact with decision makers everywhere. 
These are the reasons why it is the consistent 


choice of advertisers and why— 


THE WALL STREET JOURNAL BRINGS YOU BUSINESS. 


Wall Street Journal subscribers hold key positions in every type of business activity. 


President, 
DON G. MITCHELL, 
Sylvania Electric Products, Inc. 


“, . . We look to The Wall Street 
Journal to keep us completely in- 
formed daily of the changes af- 
fecting the business world.” 


Director of Purchases, 
F. E. HAKER, 
Allis-Chalmers Mfg. Co. 


‘“, . . The Wall Street Journal 
gives us all the business and in- 
dustrial news of the United States. 
In short, it’s our listening post.” 


Identified by business, position and function, the weight of 
The Wall Street Journal can be measured in every field of 
business. Now is the time to examine The Wall Street Journal 
for its effective, economical coverage of your market. 

For specific information write to T. E. Callis, Adv. Mgr., 
The Wall Street Journal, 44 Broad St., New York 4, N. Y. 


Vice President, 

in charge of Engineering, 
A. T. COLWELL, 
Thompson Products, Inc. 


General Passenger Traffic Mgr., 
F. H. BAIRD, 


New York Central Railroad 


“... The Wall Street Journal so 
often forecasts important trends 
in our business that I find it ‘must’ 
reading everyday.” 


“. . « The Wall Street Journal’s 
financial news means less to me 
than the accuracy and thorough- 
ness of its business news.” 


1.72% incr 


E 
ULATION «,pn'N ABC 


ago was reported for Seattle 
stores, which were 24% ahead of 
last year. Only two other cities, 
Philadelphia and Washington, 
showed gains of less than 30%, 
which recently had been the aver- 
age gain throughout the U. S. until 
mid-August. Ss 

Highest gains by districts for 
the week ending Aug. 31 were in 
the New York (second) district, 
up 51%, and 50% year-to-year 
gains in the Boston (first), Chi- 
cago (seventh) and St. Louis 
(eighth) districts. Lowest gains 
were in the San Francisco (12th) 
district’s 30% and the Philadelphia 
(third) district’s 35% gain. 

The reserve board reported the 
following percentage of increases 
in department store sales from the 
corresponding figures of 1945: 


Week Ending 

Federal Reserve Aug. Aug. Aug. 
district and city 17 24 31 
UNITED STATES... 92 40 45 
Boston District ....121 41 50 
New Haven ...... 108 36 54 
ROE. Gare < 304% as 134 43 54 
Springfield ...... 100 42 45 
Providence ...... 120 40 46 


New York District .156 48 51 


rer 194 61 59 
PO . 131 46 38 
Wew Work .:..... 166 47 53 
Rochester ....... 90 50 31 


SYTACUSS 2.66500 108 50 65 
Philadelphia Dist.. .104 31 35 
Philadelphia ....107 26 28 
Cleveland District.. 98 43 49 
MU 45.564 602 400s 82 28 39 
CINGINMBR 2.6656 95 41 46 
CHEVGISNE 2. cccces 105 44 51 


Columpus ...<se« 92 33 48 
yi eee 91 41 43 
Pitteburgh ...... 108 49 54 


Richmond District. 55 20 $7 


Washington ..... 48 22 28 
Baltimore ....... 66 20 52 
Atlanta District .. 74 37 38 
Birmingham .... 82 35 71 
pS eee re 61 42 ¢ 
ro ee 85 40 34 
New Orleans .... 67 34 +9 
IBM VEIED: 50 05k 0% 120 48 sod 
Chicago District .. 85 48 50 
COOUO nak cscs ae 79 46 55 
Indianapolis ..... 119 32 38 
DPOEVGRE 66.6006 202 89 51 44 
Milwaukee ...... 77 56 54 
St. Louis District... 73 40 50 
iwsttlé Hock «.... 5 ie | 14 39 
LO@UIsVille 2 oc ccs 84 43 35 
ee 62 43 55 
eS 101 33 49 
Minneapolis District 
Minneapolis ..... 
| eer (Not available) 


Duluth-Superior... 
Kansas City Dist... 69 29 49 


ee ee 78 28 42 
ol arr 46 21 54 
Bandas City ..... 58 33 52 
St. JOBGRN ...005 37 31 48 


Oklahoma City .. 71 25 51 


NN 6 hice oss 3.2.80 75 26 48 
Dallas District .... 60 35 44 
ee eer 63 35 42 
Fort Werth «.... 44 26 35 
PROUBIGR 3c ices 71 39 61 
San Antonio .... 78 50 43 


San Francisco Dist. 82 
Los Angeles Area. 77 39 26 


GOMIGME 145 ccades 70 31 34 
San Francisco ... 69 36 39 
POPtiame -..06< sas 104 27 35 


Salt Lake City...106 36 28 
Gee 86a vee ks 82 13 24 


**Data not available. 


Regionals Join BMB 

Four more regional networks, 
bringing the total to nine, have 
subscribed for the Broadcast 
Measurement Bureau’s forthcom- 
ing station and network audience 
reports. Latest to sign up: Don 
Lee Network, Columbia Pacific 
Network, Intermountain Network 
and Texas Quality Network. 
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a of it’s readers? 
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45 
50 
54 
54 
45 
46 
51 
59 
38 
53 
31 
65 
35 
28 
39 
2 A prominent Agency executive writes: 
43 
54 
37 + ° e + 
28 “,...In putting out this publication you 
a8 are meeting an earnest demand of the 
= | 3 busy executive Ny wants the unvarnished 
“| news, the stark facts and a logical fore- 
so | cast in order that he can draw his own 
a conclusions without being bedeviled by the 
54 bias views of prejudiced groups. 
39 
35 
19 
sa Every Advertiser, every Agency executive knows that the rock 
a foundation of a sound advertising medium is the character of the 
4 . content which, in turn, determines the character, the calibre, of the 
MA subscriber. 
48 
: 
43 ELEMENTARY. WATSON. BUT ROCK-SOUND 
: 
39 
35 
28. Ci 
ann World Report renders an essential service to the thinking men of this country. 
| The spontaneous growth of circulation (an increase in guarantee of 100% shortly 
ites. . after publication) verifies this. And a cross section of subscribers proves con- 
h + ° ° 
deast clusively that the business and professional men who read World Report are 
com- 
—_ leaders in their fields—men of high calibre. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


5 4 WORLD REPORT— ‘the No. 1 advertising medium to reach world-minded people $ — 
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THE WORLD'S NO.1 $ 


The alert, modern, sparkling editorial technique and ic 


unmatched acceptance by the world’s most active sp 
created unprecedented demand in subscriptions ar 


SPORTS AFIELD now offers an all-time high in sports- 


700, 
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SPORTSMEN’S MAGAZINE! 


d big-name features of SPORTS AFIELD have met with 


e sportsmen. These SPORTS AFIELD’S exclusives have 
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NRDGA Announces 
Retail Copy Contest 


The annual contest for the best 
retail advertisements, sponsored 
by the sales promotion division 
of the National Retail Dry Goods 


Association, is now under way. 
Entries may be made in these 
classifications: Merchandise ads, 


institutional advertisements, and 
copy prepared with mats. Entries 
may not exceed a total of four 
advertisements and must be mailed 


MAILING SERVICE 


* Inserting * Sorting 

* Labeling ¢ Metering 

* Sealing ¢ Tying 

Fast—Certain-Safe—Low Cost 
Complete job or any part 


CAPITOL MAILERS 
$52 W. Harrison St., Chicago 7 


|so that they will be received at 


NRDGA headquarters, 100 W. 31st 
St., New York, by Dec. 31. 

The 100 best entries will be 
shown at the association’s annual 
convention, to be held the week of 
Jan. 13 at the Hotel Pennsylvania. 
Contestant stores will be divided 
into three groups, (1) stores with 
a volume up to $1 million; (2) 
stores with a volume of $1-5 mil- 
lion; (3) stores with a volume of 
more than $5 million. 


Appoints Fanning V. P. 
Thomas J. Fanning, formerly 

executive vice-president of Grant 

Advertising, Chicago, and pre- 


‘viously in charge of that agency’s 


activities in Argentina, Brazil and 
Uruguay, has joined the Santiago 
Development Corporation, New 
York food manufacturer, as vice- 


| president. 


Oil Refiners’ 
Survival Credited 
fo Ad Subsidiary 


WIcHITaA—Five independent oil 
refiners, threatened with extinc- 
tion a decade ago by the major 
oil companies, this month are hale 
and hearty financially, and going 
ahead with prospects for many 
new outlets. 

Credit for this survival of small 
midwestern independents goes 
largely to Independent Refiners 
Service Corporation, set up in 1935 
to furnish advertising and sales 
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promotion service for the five re- 
finers’ clients. 

Not an agency but an advertis- 
ing department, Independent Re- 
finers was formed by Derby Oil 
Company here; Eldorado Refining 
Company, Eldorado, Kan.; Kano- 
tex Refining Company, Arkansas 
City, Kan.; Rock Island Refining 
Company, Duncan, Okla. and 
Vickers Petroleum Company, 
Wichita. These companies supply 
gasoline and oil to independent 
stations in 12 midwestern states. 


Advertising Is Key 

Ten years ago the five were at 
a great disadvantage in the whole- 
sale field. All refiners’ gasoline 
prices were about the same. The 
chief factor influencing change in 
supply sources was the amount of 
advertising and merchandising aid 


Reproduced from PARA 


PICTURE POWER is the most 


important development in modern journal- 


ism—the power of narrative pictures, in 
continuity, to attract and hold the greatest 
reader attention. 


DE Picture Story, “*‘ PALISADES FROLIC” 


Prcr. ORE Pi OWER achieves 15%" 
average readership of every page in parade 
both editorial and advertising . . . insures 
better reading of your sales message . . . 


means more power to you. 


-*Proved by extensive survey 


The Sunday Picture Magazine 


LEADS IN Pic 7 OU RE 


PoweR 


GP asccces delivered ...every Sunday ...in 21 Key Markets 


Sandy's right. You too, can save 
radiator ready for winter before that 


freeze catches Make a date 
first on car's 


tting your radiator 

onkal a protected with 

anti-freeze is just part of our 

complete Sovereign Winter- 
. Try our 


FOR 5 REFINERS—Ads like this in 
newspapers and many other promotion 
pieces will be used this year by Inde- 
pendent Refiners Service Corp., ad 


“department” of five independent 
refiners. 
furnished to dealers. (To a large 


extent this is still true.) 

The small refiners, unable to 
supply these aids as cheaply and 
in as great quantity to independent 
dealers as the large refiners could, 
were in danger of losing their 
clients. In setting up the jointly 
sponsored service organization, the 
five companies agreed to coop- 
erate wherever necessary to per- 
mit the new company to function 
with most efficiency. 

Through this central promotion 
unit, the refiners have been able 
to provide a wide range of serv- 
ices to dealers. In 1946 the unit 


will mail about 250,000 direct mail, 


pieces; is mailing about 4,000 
copies of a house organ each month 
to prospective dealers; prepares 
winter, spring and summer ad 
campaigns; furnishes display signs, 
posters, give-aways, etc., to deal- 
ers, and carries on sales promo- 
tion and training by personal con- 
tact throughout the 12-state area. 


Supplies Uniforms, Too 


To secure a workable basis for 
the advertising, Independent Re- 
finers Service has made the ad 
copy local in tone, has promoted 
a uniform yellow and maroon 
color scheme for all dealers served, 
and even supplied service station 
uniforms and other supplies to 
achieve uniformity and at the 
same time cut the rate of cost 
for the materials. 

Because all dealers served are 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


... or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adver- 
tising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 


Interstate United Newspapers, Inc. 
45 FIFTH AVENUE, NEW YORK 
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independent business men, ad copy 
is prepared largely for smaller 
newspapers. No ads in national 
publications are deemed practical, 
for the same reason. Most of the 
advertising is paid for on a 50-50 
cooperative basis. 

To get the widest use of the 
dealer co-op offer, the service cor- 
poration has “the newspaper ap- 
proach the account rather than 
the other way around,” J. E. 
Chandler, manager, told AA. 

“Prior to the beginning of each 
campaign, our mats and promo- 
tional material are furnished to 
each newspaper on our list with 
the information that the schedule 
will be paid for half by the re- 
finer and half by the local operator 
if the local operator can be sold 
on using it. This policy, which 
has been used successfully for 10 
years, makes the local editor or 
business manager an active ally in | 
getting our cooperative schedules | 
run.” : 


! 


Drive Starts Oct. 1 


The spring ad campaign usually 
includes six newspaper ads, the 
summer drive 10 or 12 and the 
winter campaign six more. Timed 
to go with this is the mailing of 
colored broadsides, three times a 
year, Broadsides cost the dealers 
one cent apiece. Each broadside 
is imprinted with the dealer’s 
name and all are mailed from 
Wichita to customers whose names 
are furnished by the dealers. 

Independent Refiners Service 
representatives have recently 
started holding their annual re- 
gional meetings with dealers to 
reveal forthcoming promotion 
plans. These meetings will have 
been completed, for the most part, 
by the time the fall drive opens 
Oet. 1. 

During the past year the or- 
ganization’s postwar drive has 
added more than 200 stations to 
the five companies’ list of clients. 
Mr. Chandler feels confident that 
this trend will continue into next 
year. 

The trade advertising is con- 
fined to weekly insertions in the 
Chicago Journal of Commerce. 


Glazer Opens Agency 


William Glazer, formerly ac- 
count executive of Belden & 
Hickox Advertising Agency, has 
formed an agency under his own | 
name, with offices in the United 
Office building, W. 25th and 
Lorain Ave., Cleveland. 


a. 


Joins New Agency 


Miss Clare Mosby, formerly with 
McGraw-Hill publications and the 
New York Post, has joined the new 
Brad-Vern, Van Diver & Carlyle 
agency in New York as account 
executive on publication accounts. 


Makes Study for du Pont 


A. J. Wood & Co., Philadelphia 
market research organization, has 
completed a psychological study 
for E. I. du Pont de Nemours & 
Co. to determine which taste qual- 


ities 
qualities, and to appraise the func- 
tion of visibility in suggesting the 
texture and flavor of a product. 
The results will be used in pro- 
moting the sale of cellophane. 


are inferred from visual 


Gimbel Opens Branch 


Gimbel Brothers, Philadelphia, 
has opened a branch store on 69th 
St. The store will be a branch of 
Gimbel’s appliance and music 
center for sale of refrigerators, 
washing machines, gas ranges, 
vacuum cleaners, radios and 


smaller electrical appliances. Most 
standard brands handled by the 
downtown store will also be sold 
by the branch. 


Miss Graul to Sweetser 


Sweetser, Byrne & Harrington, 
New York, has elected Marian V. 
Graul, formerly assistant to the 
advertising manager of American 
Express Company, to the post of 
secretary of the agency. The duties 
of this post have been performed 
by Mr. Sweetser since the incep- 
tion of the agency. 
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Cover Catholic 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST. MILWAUKEE 3, Wis, 


FEW YEARS AGO a sunken Spanish galleon 
A was discovered on Silver Bank, off the 
coast of Haiti. Divers, searching for treasure, 
found a strange and startling sight—in the gal- 
ley the sink was made of platinum! 


Little did the Spaniards of those early days 
suspect that some day platinum would be the 


families —the second largest 


The Sunday Mirror Magazine takes your mes- 
sage in color to more than 2,000,000 responsive 


newspaper audi- 


ence in the United States. It has a remarkable, 
long-time record for keyed coupon results. It is 
a potent selling force for any service or product. 


buy either— 


This is an OIL BURNER... 
Symbol of a great, fast-growing 
PROFITABLE market. 


The above unretouched photograph, taken 
from within an oil-fired furnace, is just one 
of the more than 2,500,000 oil heating in- 
stallations in the U. S. Dammed up by 
wartime restrictions, on both burners and 
fueloil, the demand for this simple, effec- 
tive trouble-free heating is sweeping for- 
ward with redoubled vigor. 

Get your product before the 
people who serve this 
market — the manufactur- 
ers, wholesalers and 


dealers who read 
FUELOIL & OIL HEAT. 
Detailed market 


information 
on request. 


FUELOIL & OIL HEAT 
232 Madison Ave., New York 16, N. Y. 


fueloil & 


 otl heat 


ONE DOMINANT PUBLICATION 
serving Manufacturer, Wholesaler, Retail 
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world’s most precious metal. How values have ffective January 1, 1947, 9 ATION. New York 
changed! E OPOLITAN cIRCUM 100 
inl i P 1. METH Suburbs—1n excess OF ©*""4-color page $2300 
Advertising values too. Only a short time ago, City an New York City and re 
color was a high-priced luxury. It was the plati- 1. CIRCULATION. © fifty miles of New 2 
~_ 2. FULL *.-ribution beyon 4-color page $3 
num of advertising. urbs, plus er paneer 
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See what has happened today. Now you can buy — ane Mirror Magazine ppt content, all- 
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day Mirror Magazine, at a cost that is less per fomily readership, be in any “group “6 
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To Whom It May Concern: 


For Some Time Now The Facilities Of 

UNIVERSAL Have Been Almost Totally Employed In The Tran-— 
scription And Re-broadcast Of Programs On The American 
Broadcasting Company Network. 


For This Reason We Were Not Able To Make Our 
Facilities Available To Agencies, Record and Transcription 
Companies. NOW We Have Leased Chicago's Largest Inde- 
pendent Studio And Are Pleased To Announce The Availability 
Of The Finest Recording Facilities And 
Studio To The Trade. 


RECORDING CORPORATION 


42ND FLR., 20 N. WACKER DRIVE 
AMB 2142 CHICAGO 6 STA 5635 
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The hoopla attending the intro- 
duction of Vinylite records a few 
months back has been allowed to 
die as quietly as possible, probably 
in the hope that it will be forgot- 
ten. And the reason isn’t just 


that the platter manufacturers 
don’t want to kill the market for 
the old black breakables. 


The unfortunate feature of the 
Vinylites, other than their ex- 
pensiveness, it seems, is that they 
won’t play satisfactorily when 
dropped on top of one another on 
automatic record players. They 
are so light and smooth that they 
slip. The only sure way they 
could be made to work, some 
sources say, would be to slot the 
records to fit a niche or peg on the 
turntable. This of course would 
require alteration of all existing 
phonographs. 


RCA Victor, principal maker of 
the non-breakable platters, at first 
was reported planning to issue one 
Vinylité album monthly. To date 
only four such albums have been 
released, and the production of 
them, an RCA Victor official told 
AA recently (AA, Aug. 5), will 
continue “on a very limited basis” 
for some time to come. 

* * co 


You don’t hear much today 
about “Project X,’’ a new publica- 
tion which Curtis Publishing Com- 
pany has had on the skids for 
several months, preparatory to 
launching. The best dope is that 
“X” is photographic in editorial 
content, and will be launched 
when paper is more plentiful, and 
after Holiday is more firmly estab- 
lished. Some speculation was in- 
cited when Ted Patrick, who had 


released. In additi 


The second statewide study of listening in Oklahoma con- 
ducted by Dr. F. L. Whan, University of Wichita, has just been 
paige tener 


bna6i. ti. A 
it to 


tabulated from 4,996 ques- 


tionnaires concerning 


gularly and listened to 


most during various periods of the day, the study contains valuable 
information on program preferences of Oklahoma listeners by age, 
sex, education and place of residence. A new section of the study 
deals with list a 


s for “educational programs” with 


interesting results. Copies of the study may be secured on request 
either from Dr. F, L. Whan, University of Wichita, or Station WKY, 


Oklahoma City. 


930 KILOCYCLES—NBC AFFILIATE—OWNED AND OPERATED BY THE OKLAHOMA-PUBLISHING COMPANY: THE DAILY OKLAHOMAN — OKLAHOMA CITY TIMES 


THE FARMER-STOCKMAN — KVOR, COLORADO SPRINGS — KLZ, DENVER (Affiliated Momagement) — REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


been hired to do developmental 
work on “X,” was named editor 
of Holiday. But Curtis men insist 
that “X” is still alive, and that. 
experimental and developmental 
work on the magazine is continu- 
ing. 
* * * 

The National Association of In- 
surance Agents, at its 50th annual 
meeting in Denver Sept. 22-26, is 
not expected to approve the 
launching, for the present, of a 
campaign for which $70,000 was 
appropriated in 1943, but which 
failed to come off because of the 
wartime paper shortage. 

At that time, the association, 
through Averell Broughton, New 
York, its public relations counsel, 
developed a complete campaign 
for 1944, involving among other 
things a “modest schedule” in 
The Saturday Evening Post and 
Time, The magazines, however, 
were unable to find room for this 
new and probably steady adver- 
tiser—even though they managed 
to squeeze in a lot of “war 
babies.” 

The association is composed of 
22,000 member agencies of stock 
insurance companies, mostly in the 
casualty and fire fields. Harold 
McGehee, Los Angeles, is public 
relations chairman. 

The three - year-old copy and 
plates are still set to go. The 
NAIA leaders appreciate the need 
and opportunity of such a cam- 
paign. The magazines lately have 
found space for it. Perhaps some- 
thing. will be done on the cam- 
paign yet. 

* * * 

Carroll Rheinstrom, president of 
Macfadden Publications Interna- 
tional Corporation, is leaving for 
South America to weigh the pos- 
sibilities of Spanish or Portuguese 
language editions —especially of 
True Story, Photoplay and True 
Detective—for those countries. 

Before the war, Macfadden op- 
erated in England, Germany, 
Sweden, France and the Nether- 
lands. It is now in England, Aus- 
tralia, France, Norway, Sweden 
and Denmark. 


% cg * 


Although the West Coast’s pa- 
per shortage has slowed down 
efforts of the American Newspaper 
Advertising Network to organize 
a Pacific Coast unit as part of its 
nationwide “package,” the Los 
Angeles Times and the Seattle 
Times are among those definitely 


sold on it. 
* * * 


The distillers are griping—but 
not doing much—about an article 
in the September Woman’s Home 
Companion on the effects of liquor 
on some women. Now comes Cos- 
mopolitan promoting an article in 
its September issue on “Why Some 
Women Should Not Drink.” 


* * * 


Both Studebaker and Kaiser- 
Frazer are “1947” lines. Both 
stress, among other things, wider 
seats, all-around vision and both 
have “blunt” front-end lines. 


Haring Joins KQW 

John H. Haring, formerly ac- 
count representative of Station 
KJBS, San Francisco, has joined 
the sales staff of Station KQW, 
San Francisco. 


Best read in the Upper Mississippi Valley 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING and SUNDAY 


400,000 Daily 
465,000 Sunday 
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Small British 
Air Freighter 
to Tour U.S. | 


Boston—In a strong bid to cap- 
ture small air freight business in 
North America, the Bristol Aero- 
plane Company, Bristol, England, 
will demonstrate the _ Bristol 
Freighter, called the low-cost 
“tramp ship of the air,” on a U. S. 
and Canadian tour. 

The tour, which will begin in 
New York Sept. 19, will cover 
more than 50 cities in the U. S. 
and Canada. Demonstrations will 
show how the plane, capable of 
carrying six tons, can land and 
take off at fields usually con- 
sidered too small for major air 
freight carriers in this country. 

Most economical operational 
range of the British plane is from 
300 to 500 miles. It is especially 
equipped for cargo handling. With 
wide doors and stubby nose, it has 
inside special tracks to carry ve- 
hicular equipment. Fully loaded 


trucks can be driven up a ramp 
and directly into the hold of the 
plane, 


Pond’s Blush Launched 


Pond’s Extract Company, New 
York, launched a campaign in Life, 
to be followed in September and 
October in Cosmopolitan, Dell 
Modern Group, Fawcett Women’s 
Group, Good Housekeeping, Made- 
moiselle, Macfadden Women’s 
group, McCall’s, True Story, Vogue 
and Woman’s Home Companion, 
to introduce a new facial treat- 
ment called blush-cleansing, using 
regular Pond’s cold cream. J. 
Walter Thompson Company is the 
agency. 


Increases Ad Rates 


Effective July 1, 1947, Chemical 
Preview and Food Preview, pub- 
lished by Putman Publishing Com- 
pany, Chicago, will increase their 
12-time, per page rates from $290 
to $368, based on the total amount 
of space used in both publications 
within one year. Both publica- 
tions, starting January, 1947, will 
be published monthly instead of 
six times a year. 


For COMPLETE COVERAGE 
of the Office Equipment 
and Supplies Market 


There’s no puzzle involved in reaching all the buyers of 
office equipment when you use GEYER'S TOPICS and 
OFFICE MANAGEMENT AND EQUIPMENT in com- 
bination. Together, they fill all the holes in your 


marketing picture. 


GEYER’S TOPICS has been edited exclusively for re- 


tailers and wholesalers since 1877. 


It is the active 


merchandising and selling medium of the trade. 


OFFICE MANAGEMENT AND EQUIPMENT is the 
only specialized magazine edited exclusively for office 
management executives—the important group that pur- 
chases office supplies and equipment for the nation's 
largest industrial and commercial firms. 


Both publications are necessary to completely cover the 
retailers and wholesalers and the large volume con- 
sumers. Space is sold singly or in combination, but 
TOGETHER they are the RIGHT COMBINATION to 
solve your merchandising problems. 


See SRDS, or write for rates. 


GEYER PUBLICATIONS 


Established 1877 


260 FIFTH AVENUE 


NEW YORK 1, N.Y. 


Also publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 


Thomas Joins BSF&D 


Frank R. Thomas, who during 
the war handled publicity for the 
“Tars and Spars” show and be- 
fore that handled media work in 
Detroit agencies, has joined the 
media department of Brooke, 
Smith, French & Dorrance, Detroit. 


Clarkson Joins McMullen 


Wiley G. Clarkson Jr., formerly 
advertising manager of Transit 
Grain Company, Fort Worth, has 
joined Jim McMullen Publicity & 


Advertising Agency, Fort Worth, 
as director of a new department 
handling both local and national 
accounts. 


Grey Offers Ad Courses 


A special course of weekly lec- 
tures in various phases of adver- 
tising is being given by members 
of the staff of Grey Advertising 
Agency, New York, for the bene- 
fit of veterans who have joined 
the agency and as a “refresher” 
for other agency personnel. Basic 
courses on art and production are 
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held on Tuesdays. On Sept. 9, a 
series of 14 Monday lectures be- 
gan, covering phases of advertis- 
ing and agency procedure. 


Drislane Joins Arndt 


William A. Drislane, formerly 
in the copy department of Ward 
Wheelock Agency, with Gimbel 
Brothers in Philadelphia, and ad- 
vertising and _ sales promotion 
manager of William Laubach & 
Sons, Easton, Pa., has joined the 
copy staff of John Falkner Arndt 
& Co., Philadelphia. 


Here’s Tacoma - Pierce County 
a concentrated market ranking among the 


62nd in Effective 
Buying Income! 


28th in Family 
Buying Income! 


63rd in Total 
Retail Sales! 


of the nation’s 
200 leading counties! 


59th in Food 
Store Sales! 


TACOMA-PIERCE COUNTY ranks 
well up among the nation’s lead- 
ing markets—as shown in Sales 
Management's 1946 “Survey of 
Buying Power.” With only .162% 
of the nation’s population, Ta- 
coma-Pierce County accounts for 
of the U. S. retail sales, 
264% of the effective buying in- 


THE NEWo 
2, TRIBUNE 


244%, 


know this; in 


come, .238% of the “sales poten- 
tial.” In Tacoma-Pierce County, 
people have much more than the 
average money to spend — and 
they spend it] National advertisers 


1945 the Tacoma 


News Tribune carried more gen- 
eral advertising than any other 
daily in the Pacific Northwest! 


Tacoma 1 


Covering Washington’s Second Market 
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Protests Against 
Use of ‘Taint’ 

To the Editor: I have had con- 
siderable respect for the Washing- 
ton column of Stanley E, Cohen 
since normally it appears reason- 
ably unbiased. But now, says Mr. 
Cohen, Leon Keyserling, one of 
the new members of the Economic 
Council, has a New Deal “taint.” 

A “taint” may be “a trace or 
tinge of some bad quality” or “an 
infectious or corrupting tinge or 
trace; a source of depravation or 
corruption.” The word always 
has the connotation of something 
bad, evil, malign, corrupting. 

I am quite aware that a good 
many people think of the New 
Dealer or New Dealism in such 
terms and perhaps Mr. Cohen is 
one of them. But there are others 


who perhaps do not. A good re-' 


This department is a reader’s forum. Letters are welcome. 


porter, I think, would have con- 
tented himself with saying that 
Mr. Keyserling is a New Dealer, 
or that he was reported to be a 
New Dealer or even that he was 
“tinged” with New Dealism. That 
would have been nice, round fact 
and your readers could have 
colored it to suit their own politi- 
cal or economic or social per- 
suasions. 

Shall we have our facts in Ap- 
VERTISING AGE untainted? 

CHARLES ALLDREDGE, 
Washington. 
+, ¥ F 


Cites Injustice 
of Copyright Act 


To the Editor: I ran across this 
case recently and as it made me 
mad, I thought it might interest 
someone else. 

A local jeweler in Rollo, Mo., 


contracted with Amsterdam Syn- 
dicate, Inc., New York, for 52 two- 
column copyrighted mats with 
reading matter for his local adver- 
tising. The material was to be 
published during the year. For 
this service the retailer paid $78, 
or at a rate of $1.50 for each mat. 
At the expiration of the year 
but 47 of these mats had been used. 
The other five he published dur- 
ing the succeeding five weeks. The 
Copyright Act provides that dam- 
ages shall not be less than $250 
for each violation of this type. 
The Amsterdam Syndicate 
secured judgment for $1,250, five 
times $250. The retailer appealed. 
The Circuit Court of Appeals af- 
firmed the judgment with the ob- 
servation, “If the awards com- 
pelled by the statute are unjust 
and unreasonable, the remedy lies 


"They just heard about the easy sales in the RICH IOWA MARKET!”’* 


Use the Des Moines Register & Tribune and 


one of the nation’s big metropolitan markets 
falls right into your lap! That’s because this 
unique newspaper makes one “city” out of the 
. concentrates Iowa’s high- 
powered urban spending in one convenient 
package! No wonder so many space buyers use 
a special yardstick in measuring the coverage 
of this great metropolitan newspaper! 


whole state .. 


*This year’s corn crop is the largest in lowa’s history. 


THE DES MOINES 
REGISTER ann [TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 
And George D. Close, Inc., San Francisco—Los Angeles—Seattle 


My Mem Heats oar water 
in @ Tea Kettle ........ 
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COMIC CONTRAST—With tongue in cheek, artist Norman Hamilton, who 

illustrates Commonwealth Edison Co.'s water heater ads, couldn't resist the 

temptation to make fun of one of his newspaper illustrations. At left is the 

comic reproduction which Hamilton made at the same time as the real illustration 
on the right. 


with Congress and not with the 
courts.” (Amsterdam Syndicate, 
Inc. v. Fuller, 154 F. 2d 342.) 
ALBERT WOODRUFF GRAY, 
Jackson Heights, L. I., N. Y. 
2 F 
Films Wanted 

To the Editor: At St. Vincent’s 
Hospital, Santa Fe, N. M., Mother 
Superior Jude has two 16mm 
silent motion picture machines and 
the G.I.s would love to see some 
films. Could you mention this 
somewhere in your fine publica- 
tion? 

I recently passed through there 
and saw some things that prompt 
me to make this request. I am 
not a Catholic but feel that a 
notice would appeal to some that 
have films. 

B. DRAKE JR., 

Criterion Service, New York. 


2 
To Reprint Article 

To the Editor: In your Aug. 5 
issue you had a very interesting 
article on Page 43 headed, “Toy 
Industry to Hit New Peak Despite 
Shortages,” written by Charles 
Cunningham. 

In October we are starting to 
issue a monthly magazine to go 
to 12,000 toy, hobby and model 
dealers in the United States and 
I would like your permission to 
reproduce this article, giving you 
and Mr. Cunningham credit. 

M. A. GILBERT, 

Toy & Hobby Guide Publish- 

ing Co., Cedar Rapids, Ia. 


Take Your Choice 


To the Editor: Thought your 
readers might get as big a kick 
from the enclosed as I did when I 
found the two illustrations on my 
desk one morning. 

WILLIAM E. SPROAT, 

Art Director, J. R. Pershall 

Company, Chicago. 


7, Vu» 
Disputes Ad Claim 
To the Editor: Whoever wrote 


the enclosed advertisement ap- 
pearing in the current issue of the 


As necessary as your stethoscope— 


NEW - 
LEVERSHARP CA. 
Roth hot dys Ail 


Journal of the American Medical 
Association had a brainstorm. No 
physician will ever regard an 
Eversharp CA “as necessary as 
your stethescope.” No matter 
what position or altitude either 
patient or medico gets into. 
Dr. Noa D. FABRICANT, 
. Chicago. 
v =} 

Stewart-Warner 
Belongs on List, Too 

To the Editor: On Page 11 of 
your Aug. 12 issue there is an 
article on the General Electric 
self-charging radio, in which you 
state: “Struck by the fact that 
only the G-E portable can be re- 
charged on ordinary house current, 
Mr. Hough went to work to get a 


Use More Space 


than in Any Other 


More Advertisers 


Outdoor Magazine 


$$ _—__ 
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new promotional twist .. .” 
May I suggest that an old twist 
be employed in the recognition of 
a few other portables on the mar- 
ket that can be recharged on ordi- 
nary house current; e.g., the Stew- 
art- Warner three-way models 
9007-A, 9007-F and 9007-G, which 
operate on AC or DC current or 
on dry cell batteries and can be 
recharged on ordinary house cur- 
rent. 
L. B. PAmMsrun, 
Manager, Radio Advertising, 
Stewart - Warner Corporation, 
Chicago. 
7. F ¢ 


History Makes a Hit 

To the Editor: Here’s a public 
relations piece which rang the 
bell. 

For the 75th birthday of the 
Merchants National Bank and 
Trust Company of Dayton, O., we 
produced the enclosed book. It 
was sent to stockholders, employes, 
Dayton business men and to 
bankers in this area. Comments 
were many and favorable! 

The book was successful, we be- 
lieve, because it embraced both 
the bank and the community— 
telling how the two fostered each 
other and how the growth of one 
paralleled the growth of the other. 

Note that the story of “today” 
was illustrated with photographs 
while the story of “yesterday” was 
illustrated with drawings in the 
style and mood of the times. 

The book is album style, size 
8%2x11 inches and was printed in 
three colors by offset. 

First copies were presented as 
a “surprise” to employes at a 
birthday dinner which employes, 
officials and directors attended. 

G. W. Youna, 

Hugo Wagenseil & Associates, 

Dayton. 
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A Thousand Times No 


To the Editor: I hope this 
doesn’t start a trend—good proof 
readers being so scarce—but the 
attached tearsheet from the Main 


PHOTO SHOPS 


37 E. Lancaster Avenue 
; ARDMORE 


All Kinds of Photoquipic 
Egraphment! 
Sodaks for Kale 
Sownies for Brale! 


We Also Have Potion Kicture 
Mammeras, Fodak Kilm, Bata Dooks, 
Prodachrome Kints and Just About 
Any Other Mype of Terchandise You 
Can Monjer Up In Your Mind? 


Line Times, ABC weekly of Ard- 
more, Pa., struck me as being 
effective in these days of double 
talk. 
W. H. Wart, 
General Manager, Upper 
Darby News, Upper Darby, 
Pa. 


To the Editor: If the attached 
advertisement represents a new 
trend in copy, this business is 
crazier than the novelists paint it. 

R. W. GRAHAM, 

Gray & Rogers, Philadelphia. 


= ¥ 
Explains Mailing List 
Brokers’ Service 

To the Editor: You recently 
published a very interesting list 
of thirteen sources of mailing lists, 
all part of your recognition of the 
wide use of direct mail by a ma- 
jority of your readers. 

Several members of the Na- 
tional Council of Mailing List 
Brokers have written me to in- 
quire “how come” your editor 


omitted list brokers as a valuable 
source for those who wish to get 
the one time rental addressing use 
in large volume of lists of actual 
mail order buyers and inquirers 
of other companies. Many national 
advertisers and agencies are dis- 
covering for the first time the re- 
sults which can be obtained in 
considerable size by the cultiva- 
tion of such lists, a method which 
has been used for years by a few 
national magazines, book publish- 
ers and merchandise sellers. 

Under this method, the adver- 
tiser sends his empty envelopes to 
the owner of the list to be ad- 
dressed and returned. Some list 
owners require stuffed mail, or 
empty envelopes and collated ma- 
terial. 

The point is that an advertiser 
gets access to a responsive list of 
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mail order buyers and inquirers,accuracy of a statement in your, in which he created direct mail 
on a low-cost on time rental ad-/|lead article in the Aug. 19 issue. campaigns in order to get the 


dressing basis. Tests are usually | 
followed with large mailings. l 

The mailing list brokers who 
render this specialized service 
have a national council, somewhat 
similar in principle to the Four 
A’s, for maintaining high stand- 
ards of ethics and service. 

It might be that at some time 
you will have the opportunity to 
bring out this phase which is little 
known to many advertisers. 

JAMES M. MOSELY, 

Chairman, National Council of 

Mailing List Brokers, Boston. 


OA ay 


Sets AA Straight 


on Maxon’s Start 
To the Editor: Allow me to be 
the 73l1st person to protest the in- 


Lou Maxon didn’t “leave G-E” | 
with a hunk of their business. He! 
was never “with” G-E. Maxon, | 
Inc., was started in 1928. The| 
Holland Furnace Company was 
Lou’s first account. By the time 
he got the G-E refrigerator ac- 
count in 1931, he had added Auto- 
Strop and Probak, Berry Brothers’ 
paints and a good many other ac-} 
counts to his list. 

Maxon got G-E the same way 
he got Holland, Ford and a num- 
ber of* other accounts: By first 
selling them some direct mail, and 
through this proving his ability to 
do a job on the entire account. 
Your article does Maxon an in- 
justice. His business came the 
hard way, and his agency grew out 
of a job as a printing salesman, 


printing order. 


Incidentally, isn’t Campbell 
Soup with Ward Wheelock, and 
isn’t that agency the successor to 
F. Wallis Armstrong, who had the 
account since its inception? And 
didn’t Esty start in business with 
the Camel cigaret business? 

In your list of full-grown 
“babies” you might have included 
Leo Burnett, who started with 
Hoover vacuum cleaner, Realsilk 
Hosiery and Green Giant and Nib- 
Its. That’s by way of being a 
pretty good country start! 

For shame, AA! Such slip-shod 
reporting! 

Mason ANCKER, 

Ralph H. Jones Company, 


Cincinnati. 


and judging. 


service. 


Selective Market Mailings 


Through a combination of 
many indices, Donnelley has 
developed highly effective 
mailings to selective markets 
whose merchandising value 
has been proved by exhaustive 
tests and successful national 


campaigns. 


350 EAST 22ND STREET 
CHICAGO 16, ILL. 


NG 


| wins a $5,000 prize . . . but the real 
winner is the foresighted sponsor whose contest 
has enjoyed coordinated planning, merchandising 


Donnelley alone offers this complete, unified 


Much of the success of the contest is determined 
long before the first entry is received. Donnelley 
can bring sound merchandising to contest plan- 
ning from the very beginning. Through years of 
experience in developing norms of responses and 
solving contest problems, Donnelley is able to 
guide the sponsor around many ordinarily un- 


ho really wins a Contest? 


foreseen pitfalls into channels proved to be 


profitable. 


Donnelley’s error-tight servicing system provides 
smooth, quick handling of every contest detail 


from opening the mail to 


answering the last 


complaint. Donnelley’s objective type executive 


judging guarantees provable 


impartial considera- 


tion of every entry. Finally, Donnelley guaran- 
tees the sponsor financial protection against legal 
suits concerned with errors in handling or judg- 


ing ... a guarantee offered 
organization. 


That is why Donnelley has 


by no other contest 


judged most of the 


major contests during the last ten years. 


OTHER DONNELLEY SERVICES 


Mass Mailings __ et 
Donnelley mass mailing lists 
cover the maximum number 
of families that can be reached 
by mail in the United States. 
Such mailings embrace sam- 
pling, couponing, mail order 
or general advertising litera- 
ture. 


Dealer Help Mailing 


In building up your dealer or- 
anization, Donnelley offers a 
ighly successful method of com- 
pom | mailing lists of your deal- 
ers’ best prospects. A large highly 
integrated staff stands ready to 
plan, execute and service your 
campaign. Services include crea- 
tive planning, printing, dealer im- 
printing, addressing, scheduling, 
and mailing. 


305 EAST 45TH STREET 
NEW YORK 17, N. Y. 


Mail-Away Premium Service 


Donnelley offers you a highly 
trained permanent staff which 
can be readily adapted to fill 
emergency volumes of re- 
quests quickly and efficiently, 
protecting your good will 
throughout every servicing 
detail. 


THE REUBEN H. DONNELLEY CORPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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Frank Joins Pershall Changes Detroit Office Found: A Good 5c 
) Marji Frank, formerly with In-, Paul H. Raymer Company, radio 


dustrial Surveys Company, has | station representative, has moved Promotion Plan 
joined the research department of | its Detroit office to 1264 Penob- | 
/ J. R. Pershall Company, Chicago. | scot building, Detroit 26. PortsMoutTH, N. H.—As soon as 


parking meters were installed in 


‘Dover, N. H., recently, Station 
/'WHEB nickels began dropping 
} into them. 


The same thing will happen here 
soon when Portsmouth puts in its 
own parking meters. What WHEB 
has found is some good five-cent 
publicity. 

The idea, developed by Dal 
Wyant, the station’s promotion di- 
rector, is to insert the coins 
wherever automobiles are found 
parked overtime. A humorous 
8x10-inch card, titled, “Oops, your 
flag was showing!” is affixed to 
windshields to explain WHEB’s 
extra, free service of saving motor- 
ists embarrassment and _ possible 
trips to court. 

WHEB operates on 750 kc., 1,000- 
watts, as an MBS affiliate. 


Elects Stewart V.P. 


Sidney A. Stewart, formerly 
vice-president and general man- 
ager of Hamilton standard pro- 
pellers division of United Aircraft 
Corporation, has been elected ex- 
ecutive vice-president of Chicago 
& Southern Air Lines, Memphis, 
effective Oct. 1. 


TEST IT 
S 6} IN FALL RIVER! 


FALL RIVER, MASSACHUSETTS, offers a 
unique opportunity to agency and manufac- 
turer as a self-contained test market. Several 
top-flight national advertisers have recently 
concluded highly successful tests in this area. 
Here's a highly compact, urban market com- 
—— pletely covered by one newspaper, at one low 
— cost, without any duplication whatsoever. 


273 diversified manufacturing firms make 
. Fall River one of the “‘BRIGHT SPOTS”’ 
IN INDUSTRIAL NEW ENGLAND 


Join ‘Business Girl’ 

John Dietemann, formerly trav- 
eling representative of Kable News 
Company, has joined Business 
Girl, Dallas, as business manager. 
Lyle McCaleb, previously pub- 
licity director for resorts in Port 
Aransas, Tex., has been named 
managing editor. 


FALL RIVER HERALD-NEWS 


ee Sree 


FALL RIVER, MASSACHUSETTS 
Represented Nationally by KELLY- SMITH Co. 


New York Philodelphia Chicago Detroit Boston Atlanta San Francisco 


Fea EN 


SELLING APPEALS... 


that convert the thinking of construction men into buying action 


Prepared to aid the TOP EXECUTIVE, AD MANAGER, COPY 
WRITER and SALESMAN concerned with selling trucks and 
accessories to the 11% billion dollar construction truck market. 
A compilation of personal interviews with the construction 
men who own, operate and buy trucks, revealing information 
useful to them for selecting and purchasing their equipment. 


Al Paxton, Publisher 

Engineering News-Record & Construction Methods 

330 West 42nd Street, New York City 18, N. Y. 

We manufacture, sell, or have an account for a manufacturer of: 

Trucks. ... Tires.... Engines.... Drives.... Axles.... Transmissions... . 
Universals.... Accessories... Generators.... Batteries... and 2-way Radios 
**How to get results from truck and accessory advertising to Construction Men."’ 


nn pag ee ee a ee. ae See Wiles. vce cede eee Gs 
ee  SRRETE COE E OTe ers ek aa ee a ee 
ee erry eee oe hie ee i Department. ..... 625-6505 Steere 
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Division Name Changed 


James Lees & Sons Company, 
Bridgeport, Pa., manufacturer of 
worsted and woolen yarns, has re- 
tired the name “Cochrane” 
its carpet division, Lees-Cochrane 
Company. The carpet division will 
also be known as James Lees & 
Sons Company. 


Starts Show Book 

Scientific Service Unit, New Or- 
leans, will start Industrial Shows 
of the Americas, a new monthly 
magazine devoted to promotion of 


industrial exhibits. Publication 
date is Oct. 1, and the publisher 
expects to work closely with as- 
sociations in the exhibit field. Its 
full-page, one-time rate will be 


from $200 


Adds J&M Shoes 


Abbott Kimball Company, New 
York, has been named to direct 
the advertising of Johnston & 
Murphy, Newark, N. J., shoe man- 
ufacturer. Charles Dallas Reach 
Company, Newark, previously had 
the account. 


*% 
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Distributed by 


ALABAMA 


Birmingnam....... Sloan Paper Company 


ARIZONA 
Phoenix...... Zellerbach Paper Company 


ARKANSAS 
Little Rock....Arkansas Paper Company 


CALIFORNIA 
eer. Zellerbach Paper Company 


Fresno 
“ “ec “ 


ae «e “ 


Oakland ..... 

Redding ..... sd ‘i oe 
Sacramento 
San Diego ... 
San Francisco. 
San Jose 
Stockton ..... el we ' 


COLORADO 


cree Carpenter Paper Company 


Denver 
Pueblo 


CONNECTICUT 


Hartford. The Rourke-Eno Paper Co., Inc. 
New Haven..Bulkley, Dunton & Co., Inc. 


DISTRICT OF COLUMBIA 


Washington 

....The Barton, Duer & Koch Paper Co. 
FLORIDA 

Jacksonville | 

capa tae 4 Knight Brothers Paper Company 

Miami “ “ ‘ 

Orlando. ‘‘ ~ = ae 

Tallahassee “ is " a 

Tampa. i. ‘ caa oe “ 
GEORGIA 

NN 666468 a ees Sloan Paper Company 
IDAHO 

ere Zellerbach Paper Company 
ILLINOIS 

CDSs 54:50 b aae Berkshire Papers, Inc. 

eee Chicago Paper Company 

Chicago......... Midland Paper Company 

Springfield. ..Capital City Paper Company 
INDIANA 

Indianapolis..... Crescent Paper Company 
IOWA 

Des Moines ...Carpenter Paper Company 

Sioux City .... ie - ali 
KANSAS 

Topeka........ Carpenter Paper Company 

Wichita....... Western Newspaper Union 
KENTUCKY 

Louisville..... The Chatfield Paper Corp. 
LOUISIANA 

Baton Rouge...Louisiana Paper Co., Ltd. 

New Orleans....The D and W Paper Co. 

Shreveport..... Louisiana Paper Co., Ltd. 
MARYLAND 

Baltimore. Baltimore Paper Company, Inc. 
MASSACHUSETTS 


Boston....Carter, Rice & Company Corp. 
Worcester 
eae sees Charles A. Esty Paper Company 


MICHIGAN 
i eer Seaman-Patrick Paper Co. 
Grand Rapids..Carpenter Paper Company 
MINNESOTA 


Duluth....John Boshart Paper Company 
Minneapolis ...Carpenter Paper Company 
ery i . 


MISSOURI 
Kansas City...Carpenter Paper Company 
St, Lewis. 2.60006 Beacon Paper Company 


eee Shaughnessy-Kniep-Hawe Paper Co. 
St; SOB: 50506 Tobey Fine Papers, Inc. 


MONTANA 


eee Carpenter Paper Company 
NE h.2ih0s.0'd<.2 13 “4 be 
Great Falls ... ris 6 id 
Missoula ...... n - 


NEBRASKA 
re Carpenter Paper Company 


NO 6 5568.05%% Zellerbach Paper Company 


NEW JERSEY 
Newark...... J. E. Linde Paper Company 


NEW MEXICO 
Albuquerque...Carpenter Paper Company 


NEW YORK 


Albany...Hudson Valley Paper Company 
pe rr A. Price & Son, Inc. 
Buffalo...... $69 eee Paper Service, Inc. 
Buffalo...Union Paper & Twine Co., Inc. 
New York.Baldwin Paper Company, Inc. 
New York......3. Bulkley, Dunton & Co. 
New York....... The Canfield Paper Co. 
New York...Forest Paper Company, Inc. 


New York...J. E. Linde Paper Company 
New VOC... sss . Price Son, Inc. 
New York...... Royal Paper Corporation 
ee rere Paper Service, Inc. 
| errr re Paper Service, Inc. 


: 1... eerie Troy Paper Corporation 


NORTH CAROLINA 


Charlotte....Dillard Paper Company, Inc. 
Greensboro. . - = , a 


NORTH DAKOTA 
a Serr Western Newspaper Union 
OHIO . 


Cincinnati..... The Chatfield Paper Corp. 
Cleveland..The Petrequin Paper Company 
Columbus..... The Scioto Paper Company 
Toledo...The Ohio & Michigan Paper Co. 


OKLAHOMA 
Oklahoma Chg. Corpeaine Paper Company 
‘a 


Tulsa.Tayloe Paper Company of Oklahoma 
OREGON 

aus tary Zellerbach Paper Company 
PENNSYLVANIA 

Philadelphia....... Paper Merchants, Inc. 

Philadelphia....... D. L. Ward Company 

Pittsburgh 

eeaauel The Chatfield & Woods Co. of Pa. 
RHODE ISLAND 


Providence. Carter, Rice & Company Corp. 


SOUTH CAROLINA 


Greenville........ Dillard Paper Company 
TENNESSEE 

Chattanooga..... Bond-Sanders Paper Co. 

Knoxville....... Southern Paper Company 

Memphis......... Tayloe Paper Company 

Nashville........ Bond-Sanders Paper Co. 
TEXAS 

pee eee Carpenter P 

EE ba can sd — ayer 

Forth Worth .. = _ " 

Harlingen ..... 9 + ag 

Houston........ L. S. Bosworth Co., Inc. 

pee ean Sal ae Ned Company 

MOOR scteve arpenter 

San Antonio .. a = paid 
UTAH 

Salt Lake City.Zellerbach Paper Company 
VIRGINIA 

Richmond..... Cauthorne Paper Company 
WASHINGTON 

ere Zellerbach P 

Spokane ..... = “per Tyrer 

alla Walla.. * “3 - 

WORM cicccs be _ . 

WISCONSIN 


Milwaukee....The Bouer Paper Company 


EXPORT AGENTS: American Paper Exports Inc., New York, U. S. A. 
Cable Address: APEXINC — New York 


Ki MBERLY-CLARK CORPORATION 


Neenah, Wisconsin 


122 E. 42nd St., New York 17 @ 8 S. Michigan Ave., Chicago 3 @ 155 Sansome St., 
‘ San Francisco 4 @ 22 Marietta St. N.W., Atlanta 3 
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Perry Buys 13 
Florida Weeklies 


in Research Plan 


New York—John H. Perry, 
president of American Press Asso- 
ciation and owner of weekly news- 
papers, radio stations and other 
properties, has acquired 13 Florida 
weeklies for “laboratory work” to 
determine how such publications 
can be improved in typography, ad- 
vertising, features and other de- 
partments. 


The project will be in charge of 
John H. Perry Jr., who rejoined 
his father’s interests last Novem- 
ber, on release from the Army air 
forces. Space in the test news- 
papers will be offered national ad- 
vertisers by APA for experiments 
to determine readership of the 
country press. 

“The weekly newspapers of 
America,” Mr. Perry Jr. said, “are 
going to meet stiff competition in 
the years to come,” from such me- 


|dia as “FM, radio, facsimile, tele- 


vision and other means of com- 
munication yet to be announced. 
In addition, the billboard com- 
panies, the big radio stations, farm 
journals and the daily newspapers 
will improve their techniques and 
promotion to the extent that they 
will overpower many weeklies un- 
less the weeklies keep step with 
them in making major improve- 
ments.” 

The 13 weeklies are the Avon 
Park Sun, Delray Beach News, 
Fernandina News- Leader, Fort 
Walton Playground News, Grove- 
land Graphic, Kissimmee Gazette, 
Lake City Reporter, Leesburg 
Commercial-Ledger, Melbourne 
Times, New Smyrna Beach News, 
Ocean Beach Reporter, Pensacola 
Fublic Record and Sebring High- 
land County News. 


Dolcin Names Agency 
Dolcin Corporation, New York 
pharmaceutical manufacturer, has 
appointed St. Georges & Keyes, 
New York, to handle both its do- 
mestic and export advertising. 


Hotel Sponsors 
Frisco’s First 
Mr. & Mrs. Show 


SAN FRANciscoO—The husband- 
and-wife breakfast-table type of 
radio program which has flowered 
prosperously in New York made 
its debut here Sept. 15 when Dor- 
othy and Ted Friend, both well 
known in New York radio, theater 
and newspaper circles, went on the 
air over KPO, NBC affiliate. 


“The Friends” are scheduled to 
be heard three times weekly, in- 
cluding Tuesdays and Thursdays, 
under sponsorship of the Hotel 
Mark Hopkins on those two days. 
It is the first time the Mark Hop- 
kins has used radio. 

Main difference between’ the 
Friends’ format and those of New 
York Mr. and Mrs. shows is that 
the Friends are airing their chat- 
ter in mid-afternoon, over a tea 
table. 

Dorothy is a San Francisco girl 


_who went to New York, became a 


Variety reporter, later a publicist 
with such clients as Hildegarde, 
Milton Berle and F. H. LaGuardia. 
On Broadway she met Ted Friend, 
columnist and amusement editor of 
the Daily Mirror for 13 years. 
They married, went west and 
bought a small town paper, the 


Sierra Press, in Lassen County, 
Cal. Ted still owns and manages 
the paper; he and his wife together | 


serve as San Francisco correspond- 
ents for Variety. 


The Friends will ad lib their tea 
table gossip, some days from home, 
others from the Mark Hopkins or 
KPO’s studios. 


United Appoints Maull 


George B. Maull has been ap- 
pointed secretary of United Ad- 
vertising Corporation, New York, 
succeeding the late Joseph A. Bur- 
rell. Mr. Maull was formerly with 
a New York accounting firm, as 
well as assistant to the comp- 
troller of the Carrier Corporation, 
Syracuse. 


1. Vignette 


3. Furnish 


C) Burnished edge of a halftone 
ZC Artist’s reducing glass 
C) Soft, etched-away edge of a halftone 


C) Serap from a paper cutter 
(J Mixture of paper stock ingredients 
Cj A glossy coating used in printing 


Test your word knowledge 


of Paper and Printing 


“i= 


2. Hell 
CJ Linotype melting pot 


Box 


C) Receptacle for waste printing metal 
C) Pulp mixer used in paper making 


4. Trufect 


() Type of anastigmatic camera lens 


(} Color-corrective filter 


C Name of an ultra-quality printing paper 


] Vignette is the edge of a half- 3 
tone re-etched until it fades out 
softly. For beautiful halftone repro- 


ANSWERS 


duction, fine printers prefer the re- 


silient body, smooth surface and 4 
controlled ink affinity of lustrous 


Levelcoat. 


y Hell Box to a printer, means a 
metal 


receptacle for 


waste, effective printing. 


‘‘Waste” is a word which has no 


association with 
coat is used. For 


of every ream or roll. 


aper when Level- 

velcoat is recog- 
nized for its superior runability — 
gets more effective impressions out 


Furnish is the mixture of paper 
ingredients in stock suspension, 
a cardinal factor in paper quality. 


Trufect is the finest quality grade 
of Kimberly-Clark Geveleest 
“ace paper. Amazingly uniform 
rom ream to ream, TRUFECT pro- 
vides a clear, rich medium for more 


Free! An intriguing Quiz Book with 
24 more questions to test your word 
knowledge of paper and printing. 


production can be realized. 


Write for your copy today. 


Se eleoal 
PRINTING PAPERS 


If our distributors cannot sup- 
ply your immediate needs, we 
solicit your patience. There will 
be ample Levelcoat Printing 
Papers for your requirements 
when our plans for increased 


Kimberly 
Clark 


KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 
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Promoted by Musicratft 


Charles Roberts, formerly dis- 
trict sales manager of Musicraft 
Distributors, Inc., New York, has 
been appointed field sales manager 
of Musicraft Records, with full su- 
pervision over field sales and pro- 
motion of the firm’s records 
throughout the U. S. 


REPORT FROM 
HOLLYWOOD BOWL 
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' On that typically wonderful sum- 
| mer California night of August 
; 25th, two musical artists of the 
| first magnitude appeared in Holly- 
| wood Bowl as soloists with Leo- 
1 pold Stokowski and the Bowl Sym- 
| phony. These were the winners of 
| the 1946-47 Season of the KFI- 
1 HOLLYwoopD BOWL AUDITIONS 
' and their award was a paid musical 
debut with one of the nation’s out- 
1 standing musical organizations. 
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Lillian Magidow, winner of the 
Instrumental Division of the com- 
petition, is a 16-year old pianist, 
and the Vocal Division winner is 
John Arnold Ford, 29-year-old 
basso. Playing to an audience num- 
bering well in the thousands, Magi- 
dow and Ford earned an ovation 
that the most seasoned artist could 
term memorable. The co-sponsors 
of the ‘AUDITIONS’— Station KFI 
and the Hollywood Bowl Associa- 
tion — extend their best wishes for 
continued success to these winning 
artists and a sincere thanks to the 
many talented vocalists and instru- 
mentalists appearing on the air 
series from which the winners were 
selected. 
THIS PUBLIC INTEREST 
SERIES CONTINUES 


The Fourth Annual “KFI-HOLLY- 
wooD BOWL AUDITIONS” is now 
under way. Thirty-two weekly con- 
certs will be heard on KFI, Mon- 
days at 9:30 p.m. commencing 
October 7th. Again a notable panel 
of judges will hear serious vocal- 
ists and instrumentalists in order to 
name the two outstanding artists to 
appear in Hollywood Bowl next 
year during the 1947 Season of 
“Symphonies Under the Stars:’ 


CLEAR CHANNEL 


Lc KEE ox: 
B Seate ©. Grating, Me. 


B = NBC for 10s ancetes 


| Represented Nationally by fdword Petry and Company, Inc 


LOOK IT UP in 
the MARKET DATA BOOK! 


Ae eee /0USTRIAL 
| " MARHETING 


1 __1946 anaeT sata 008 mare 


CONSUMER MARKETS EDITION 


|| BUSINESS PUBLICATIONS EDITION 
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cago (AA, July 29 and Sept. 9), 


BMB Filming explaining uses of BMB’s forth- 
’ a coming radio audience reports, will 
Clinic Report be made available to interested 
| oy ] 
‘ es . | groups in other parts of the coun- 
NEW YorK — The presentation ‘try through a movie now in pro- 
which the Broadcast Measurement | guction. 
Bureau made at a series of “clin- | BMB announced that the film, 
” in New York and is now re-| now being rushed to completion by 


ies 
| peating at similar meetings in Chi-| Harold Young Productions, Ince., 


Effective coverage of this 
important part of INDIA 
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Published in Delhi—India’s Capital City | 
— The Hindustan Times ranks as the 
foremost English language Daily in Delhi 
Province, the Punjab, North-West Fron- 
tier Province, the United Provinces, | 
Pajputana, Central India and the Central 
Provinces. Its popularity among the mid- 
dle and upper classes is a fact which | 
should not be neglected by advertisers. | 
In the same areas, Hindustan (in Hindi) | 
is equally popular among the vast ma- | 
jority who are strangers to English. 


The Dundastan Cimes 


(in English 


Hinoustaw 
(in Hindi) | 
By reason not only of the wide coverage afforded by these two popular | 
Dailies, but of the quality of the readership, The Hindustan Times (in| 
English) and the Hindustan (in Hindi) are highly effective media for | 


advertisers. They should find a prominent place in every Indian ad- | 
vertising schedule. 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 2/3, Salisbury Court, 


Fleet Street, London, E. C. 4. Cables: Hintimes London 


KCMO is up to something! 
» \ le) 


WON 


\ J 


KANSAS CITY 6, 


Basic ABC for MID-AMERICA 
NATIONAL REPRESENTATIVE...JOHN E. PEARSON CO- 


will be premiered at the Associa- 
tion of National Advertisers’ con- 
vention in Atlantic City Oct. 2. It 
also will be shown at the National 
Association of Broadcasters’ con- 
vention in Chicago later next 
month. 


Several prints of the film, pro- 


duced in Kodachrome, have been 
ordered and BMB hopes that ad 


clubs, marketing groups, stations 


_and others will arrange joint meet- 


ings in various localities for show- 
ings. 


Baton Rouge Admen Elect 


James H. Baker, advertising 
manager of Capitol Stores, 
been elected president of the Ad- 
vertising Club of Baton Rouge, La. 
Other officers elected are: 


manager of Welsh & Levy, first 


| vice-president; Tom Gibbens, sales 
| manager 


of Station WJBO, 2nd 
vice-president, and Jeanne V. Mo- 


'yer, advertising manager of Gulf 


States Utilities Company, secre- 


tary and treasurer. 


ifs. 
Py. 
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‘Economic Vitality 


Depends on Labor, 


McKee Asserts 


CuHIcAGO—No intelligent indus- | 


‘trialist can plan a sound, long- 


{It’s just going through it. Uncle 
|Sam may be a sick man, but he has 
a remarkable constitution,’ Mr. 
McKee said. 

“What we need is not less but 
/more unions. A union between cap- 
ital and labor wouldn’t be_a bad 
|thing right now. About all it 


range program against a_back- | would take to straighten out our 
ground of $15,000 fur coats, $1,000 | Whole economy would be for just a 
wrist watches and floods of $20 few men like Eric Johnston, Rob- 
weekly government pay checks for | ett Wason, John Lewis, Alfred 


has | 


Edwin | 
McClure, advertising and display | 


loafing, Homer McKee, vice-presi- 
dent, Roche, Williams & Cleary, 
told the National Hardware Manu- 
facturers’ Statistical Association 
| at its annual meeting at the Union 
League Club here Sept. 6. 

Once the men who run _ busi- 


nesses can start aiming at normal | 


markets, and have labor’s assur- 
ance that production will stay 


Sloan, Bill Green and Phil Murray 
/to sit down at a friendly luncheon 
and sincerely discuss ways and 
‘means of achieving a workable 
coalition between management and 
labor for their mutual good and 
the welfare of the whole country.” 


Plans New Factory 


geared up to the peaks these mar-| _ American Radiator & Standard 
kets can assimilate, American busi- | eae bigger a 
: sett w plant, estima s - 
ness will have more vitality than 590,000, in Richmond, Cal. The fac- 
it ever had before, Mr. McKee | toy. which will employ more than 
asserted. ; : 1,000, will turn cut brass plumbing 
“This country isn’t going to hell. fittings for the western market. 


READ BY THOSE WHO BUY 


IN THE MARKETS YOU WANT TO SELL 


MACHINE TOOL BLUE BOOK 


bi, 


MANAGERS 


SUPERINTENDENTS 


ra 


ENGINEERS 


PUBLISHING CO 


~* FOREMEN 


see Rt Advertisers in MACHINE TOOL BLUE 
BOOK are assured complete coverage 
of all branches of the metal working 
industry. It is read by those people in 
the metal working fields who specify 
and buy. Over 35,000 monthly circula- 
tion .. . over 171,500 readers. A CCA 
publication. For results use MACHINE 
TOOL BLUE BOOK, the outstanding 


leader in the metal working industry. 


WOODWORKING DIGEST 


WOODWORKING DIGEST reaches 
more than 10,000 plants and individuals 
in all branches of the woodworking in- 
dustry of the United States and Canada. 
It is tops in advertising volume . . . more 
advertisers use WOODWORKING 
DIGEST to present their story to the 
woodworking industry than any other 
medium. Editorially, WOODWORKING 
DIGEST carries more pages than any 
other publication in the field. 


EXPORT SALES CATALOGS 


Hitchcock’s seven EXPORT SALES 
CATALOGS are your answer to success 
in building sales in foreign markets. 
A well planned campaign with com- 
plete carry through will build sales vol- 
ume and profits because foreign buyers 
know, and look to Hitchcock’s Export 
Sales Catalogs for their buying infor- 
mation. Issued in three sections .. . 
Industrial, Agricultural, Construction 
. and in three editions, Spanish, 
Portuguese and English languages. 


HITCHCOCK 


‘PUBLISHING COMPANY 


544 South Dearborn Street, Chicago 5 
Telephone: HARrison 6040 
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Consumer Copy 
for Piston Rings 
Has Trade Twist 


St. Louris—On the theory that 
copy designed primarily for trade 
publications also can be effective in 
consumer magazines, McQuay-Nor- 
ris Mfg. Company is_ boosting 
Leak-Proof piston rings with job- 
ber-style advertisements in Col- 
lier’s, Look and The Saturday Eve- 
ning Post. 

With the inception of its five 
two-color full-page ads, McQuay- 
Norris is concentrating its promo- 
tion program almost entirely on 
Leak-Proof piston rings. Al- 
though the campaign is apparently 
aimed at consumer acceptance, its 
purpose is also to attract jobbers 
and distributors. 

The consumer campaign is being 
supplemented by business paper 
copy, running in three colors, 
which is almost identical to the na- 
tional copy. 

D’Arcy Advertising Company, 
St. Louis, is the agency. 


Window Maker _ 
Opens Campaign | 


MINNEAPOLIS—To build a mar- 
ket that will last after the present 
overwhelming demand is met, An- | 
dersen Corporation, Bayport,| 
Minn., is launching a fall advertis- | 
ing campaign in consumer maga- | 
zines and business papers for its | 
Windowalls, complete wood window | 
units. 

A two-page black and white | 
bleed ad, believed one cf the largest | 
window ads_ ever placed, will | 
appear in the September issue of | 
House & Garden and will be fol- | 
lowed by one and two-page inser- | 
tions in American Home, Better 
Homes & Gardens and House. 
Beautiful. Ads will also be placed | 
in such business publications as | 
American Builder, American Lum- | 
berman, Architectural Forum, | 
Building Supply News and Pro- | 
gressive Builder. | 

Campbell - Mithun, Minneapolis 
and Chicago, is the agency. 


Form Auto Lighting Firm 


Griffin Lamp Company has been 
formed in Hamilton, O., to manu- 
facture automotive lighting equip- | 
ment. Harold F. Griffin is presi- 
dent and A. B. Dettmer, vice-presi- 
dent. 


FOR WESTERN | 


DISTRIBUTION _ 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves tume and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 


on request. 


Rodgers & | - 
McDonald [| — 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


October ‘Journal’ 
Sets Dollar Record 


The October issue of Ladies’ 
Home Journal will carry the larg- 
est advertising dollar volume ever 
carried by any magazine—$2,146,- 
746. In its 264 pages, the issue 
will house 334 advertisers. 

Of these advertisers, the Journal 
reported, 67% have been in the 
magazine for five years or more, 
44% for 10 years or more, 34% 
for 15 years or more, and 19% 


have been in for 25 years or more. | 
The price of the magazine is now 


25 cents, and its circulation is 
4,600,000, a peak for the magazine. 


Name Smith, Bull 


Marine Steering Corporation, 
Dexter Mfg. Company and Dave 
Elliot Tire Company have placed 
their advertising with the San 
Francisco office of Smith, Bull & 
McCreery. Direct mail and busi- 
ness papers will be used by Marine 
Steering and Dexter. The Elliot 
campaign will include newspapers 
and outdoor posters. 


Telecasters Form 


Committee for 
Video Promotion 


CHICAGO—William C. Eddy, tele- 
vision pioneer and director of Sta- 
tion WBKB, Chicago, has _ been 
named chairman of a television 
broadcasters’ committee which will 
unite with other committees 
formed by advertising agencies, 
electric dealers and manufacturers, 
to promote Chicago as a television 
center. 


Other members of the committee 
include: I. E. Showerman, general 
manager of NBC’s central divi- 
sion; James L. Stirton, assistant to 
the vice-president of ABC; Frank 
Schreiber, station manager, WGN, 
and Carl J. Meyers, chief engineer, 
WGN. 

WBKB is already telecasting in 
Chicago on a commercial basis and 
representatives of the other sta- 


tions said they expect to be in ac- 
tion within a year. 


Joins LaRoche & Ellis 


Hartley L. Samuels, formerly 
director of program promotion for 
the National Broadcasting Com- 
pany, has joined LaRoche & Ellis, 
New York, as director of radio 
publicity. 


Appoints Faflik 

Al Faflik, former sales manager 
of Spang Baking Company, Cleve- 
land, has joined Basic Food Ma- 
terials, Inc., Cleveland, as manager 
of the wholesale distribution divi- 
sion. 


Appoints Cole Agency 


L. C. Cole Advertising Agency 
San Francisco, has been appointed 
to handle the advertising of Ore- 
gon Flax Textiles, Salem, Ore. The 
first ad of the new campaign will 
appear in the September issue of 
Sunset Magazine. Other consumer 
magazines will be added later in 
the year. 


To Campbell-Mithun 


American Roof Truss Company, 
Chicago, has avvointed Campbell- 
Mithun, Chicago, to handle its ad- 
vertising. Construction industry 
—* and direct mail will be 
used. 
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Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


ATIVE + 101 PARK AVENUE, NEW YORK 


Toast in oven five minutes 


“Let ’em eat cake!” 


Last June, when scarcities of sugar, shortening and 


flour took cake off the a /a carte.. 


. Ethel Somers lifted a 


line from Marie Antoinette, tossed up-a ‘“Trick of the 


Week” that took only a few tablespoons of sugar, no 


shortening or flour... showed thousands of hardpressed 


housewives how to put mmm’s back on the menu with 


an easy Baked Alaska! 


Revolutionary idea?...very!... Also typical of the 


way Mrs. Somers treats food as front page news, wevises 


recipes to match current market conditions, pays more 


attention to the pertinent and practical because it pays 


. in more attention from readers! 


Doing the best food job in Chicago.. 


job than most newspapers elsewhere . . 


. and a better 
. the Sun today is a 


major food medium in the major Chicago market... 


Of course The Sun’s more than 350,000 circulation 


doesn’t reach everybody in Chicago, but it reaches enough 


responsive readers to make small one-inch ads in the Sun 
Food Directory profitable for more than 200 neighborhood 


grocers. 


.» creates enough customers to satisfy several 


city-wide chains... offers an ample audience and an 


opportunity no alert food manufacturer can afford to miss! 


Want first hand evidence?.. 


. Ask any Sun rep to 


show you through any Friday Sun issue... 


e CHICAGO SUN 


NATIONAL ADVERTISING REPRESENTATIVES: 
The Branham Company, New York, Chicago, Atlanta, Dallas, 
Detroit, Kansas City, Los Augeles, Memphis, St. Louis, San Francisco 
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Transfers Sponsorship coast show, from Golden Heart 
Safeway Stores, Inc., Oakland, | flour to Duchess salad dressing. 


Cal., has changed sponsorship of | Foote, Cone & Belding, San Fran- 
“Aunt Mary,” quarter-hour NBC | cisco, handles the Duchess account. 
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More Washington news affecting business than is found in | 


any other newspaper, periodical or news service... complete, accurate 
business news gathered every business day by business news 
specialists with the needs of business readers on their minds... 
complete unexcelled financial news and quotations...essential daily 
information not found elsewhere on shipping, livestock, petroleum, 
coal, railroads, marketing, retailing...alert, informed coverage of 
grain, feeds, produce, a// major commodity movements and markets 
affecting every business man. 


Some reasons why the Central West’s management men read, 
use and prefer the Chicago Journal of Commerce every business day. 


Some reasons why this daily business newspaper belongs on 
any advertising schedule designed for sales to management men. 


Chicago Sournal of Commerce 


The source of daily business news in 
the nation’s greatest industrial areo 


The Only New Orleans Station 
Using all these means to 


Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


- NEW ORLEANS | 


DEPARTMENT OF LOYOLA UNIVERS! 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


Yoell Starts Research 
Firm in New York 


William A. Yoell, formerly in the 
research department of Batten, 
Barton, Durstine & Osborn, New 
York, has established his own re- 
search firm with offices at 214 East 
17th St., New York. 

Mr. Yoell was formerly in re- 
search at Young & Rubicam and 
M&M 
promotion director of Parade Pub- 
lication and a member of Hearst 
Magazines’ marketing division. At 
Y&R he developed a new technique 
of depth interviewing. 


Publishes Booklet 


Schuyler Hopner Company, New 
York industrial agency, has pub- 
lished a booklet called ‘“ ‘Ditch- 
Digging’ Advertising that Sells by 
Helping People Buy,’ which de- 
scribes how advertising geared to 
industry’s needs for buying infor- 
mation can increase profit by re- 
ducing unit sales cost. Copies of 
the booklet are available from the 
agency, 12 E. 41st St., at $1 per 
copy. 


Ltd., Newark, as well as | 
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Sears Reveals 
‘45 Ad Budget 
Was $14,155,000 


CuHIcAGO—Sears, Roebuck & Co. 
last year spent $14,155,500 for ad- 
vertising, 79% in newspapers. 

Advertising expenditures of the 
nation’s largest mail order house 
included $11,130,000 for newspaper 
advertising; $1,659,000 for cir- 
culars, $439,000 for radio and 
$927,000 for miscellaneous media, 
including outdoor, direct mail and 
special promotions. 

Sears revealed its record expen- 
diture in newspapers was in 1941, 
when it purchased $13,087,780 of 
space. The decline during and since 
the war is attributed to merchan- 
dise and newsprint shortages. The 
company has spent the major part 
of its ad budget in newspapers 
since entering the retail field in 
1925. 

The $11,130,000 spent in news- 


papers in 1945 went for 116,978,800 


lines in 938 dailies and weeklies. 

It is estimated in the mail order 
field that about 30% of Sears’ total 
sales of more than $1 billion last 
year were handled by its mail order 
department, and 70% by Sears’ re- 
tail stores. 


Admen Name Daly 


Stephen J. Daly, special assis- 
tant in the advertising department 
of E. I. du Pont de Nemours & Co., 
Wilmington, Del., has been named 
chairman of the program commit- 
tee for the 1946-47 series of month- 
ly meetings of the Eastern Indus- 
trial Advertisers, Philadelphia 
chapter of National Industrial Ad- 
vertisers Association. 


Brescia Joins WJOL 


Matty R. Brescia has resigned 
as an NBC central division press 
department staff writer, effective 
Sept. 15, to join the sales promo- 
tion and sports announcing staff 
of Station WJOL, Joliet, Ill. Mr. 
Brescia is succeeded by Harry S. 
Canfield Jr., former reporter with 
the Chicago City News Bureau. 


When you 


want your message to reach 
the great big buying heart of America: 


800,000 


ELKS... 
Part of the 
American 


Scene! 


ELKS are the business, social and civic 
leaders of the communities where they live. 
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Nets’ Sustainers Preview 
‘47 Program Competition 


AA Survey Finds 16 
of 93 Network Shows 
Hooperated Over 5.0 


By GEORGE BIDERMAN 


New York—Network sustaining 
programs this summer made their 
first postwar bid for the adver- 
tiser’s dollars in the competition 
with the radio package producers 
(AA, Aug. 19) and the advertis- 
ing agencies, a competition which 
many advertising men believe is 

y the prelude to the program- 
ming battle to come next year, 
when and if advertising money is 
no longer “easy” and time is 
harder to sell. 

Even though the summer “hi- 
atus” is just about over and the 
big sponsors have lined up their 
Hopes, Bennys and Crosbys in the 
choice time slots, probably never 
in recent radio history have so 
many sponsors ‘been shopping for 
a “new” show, a “better” show, 
a “different kind” of a show, or— 
more than ever—a cheaper show. | 

The networks’ contenders for | 
this market, the sustaining pro- 
grams, are handicapped by time 
changes, cancelled to make way 
for commercial or pubiic affairs | 
programs, and given the least de- 
sirable time spots. They are turned 
down by stations for local money- 
makers and lambasted by radio 
critics for their “mediocrity.” Fre- | 
quently they get only a few sum-| 
mer weeks to prove themselves 
before they are yanked off the air. 


Check Program Ratings 


To find out what happened to! 
network sustainers during the 
summer, ADVERTISING AGE, with 
the cooperation of the program 
departments of the four networks 
and C. E, Hooper, Inc., gathered | 
data on 93 network sustainers | 
representing most of the programs | 
other than “fillers” carried by the | 
four networks. (See table on page | 
52.) | 
Of these, more than one-third | 
were rated 3.0 or better by Hooper, 
while 16 climbed into the 5.0 or 
better class (the Hooper median 
for this period was 5.6 for all’) 
programs). In this elite group, 
the American Broadcasting Com- 
pany had 3 out of 14 programs, | 
Columbia 7 out of 32, Mutual 4 
out of 30, and NBC 2 out of 17. 

Hooperatings for sustainers must | 
be weighed carefully, however, be- | | 
fore comparisons are made. The | 
length of time the show has been) 
on the air, the time the program 
is broadcast, the listening habits | 
built up for that time by the com-_| 
mercial program it may have re-| 
placed for the summer, the num-. 
ber of cities on which the rating | 
is based, and the competition the | 
program has from other networks | 
at the same time all must be con- | 
sidered before any absolute | 
parisons are made. 

Ratings are indicative, though, | 
of the progress made in the court- 
ship of listeners—one of the manet | 
ardent, 


if not inspired courtships | 


The Biggest Little Paper in the U. S.! 


AUFBAU 


LINEAGE Space buyers say, | 
f T “AUFBAU is tops.” 
1940.... 300,000 lines | 

; Ad 
G ~ 1941... 550,000 lines | 


1942... 650,000 lines | 
1943.... 729,212 lines | 
1944.... 950,000 fines | 
1945. ... 1,100,388 lines 


For rates and ABC circulation, write Adv. 


Manager, Aufbau, 67 W. 44th St., N. Y. | 


on record, Considering the length 
of time some of the network sus- 
tainers have been on the air, they 
have not fared too badly. 

A CBS research report com- 
pares the ratings of the six cur- 
rently leading CBS _§sustainers 
based on six weeks on the air, 
with the rating history of the six 
leading commercial programs of 
Jan.-June 1946 in the first six 
weeks those programs were heard. 
Four of the six—Bob Hope, Fibber 
McGee & Molly, Red Skelton and 
Fred Allen—took two years or 
more to make the top 15. Charlie 
McCarthy, with the benefit of a 
build-up on the Rudy Vallee pro- 
gram before the show went on its 
own in an established time, started 
in the top 15 with a 12.5 Hooper. 
The “Lux Radio Theater,” which 


started in the leading group with 
a 7.8 on its Aug. 1935 Hooper, 
averaged 5.8 in the CAB recall 
ratings in the first six weeks of 
its Sunday daytime spot. (See 
table on page 50.) 


A ‘Good Buy’ 


All of which indicates, accord- 
ing to Davidson Taylor, head of 
CBS’s program department, tnat 
the short try-out period many 
sustainers get is not an adequate 
test of the audience potential of 
a program. 

Given a program that shows any 
promise at all, the networks’ prin- 
cipal sales weapon is the offer of 
a “good buy.” All four networks 
told AA that their pricing policy 
is to sell the program at cost plus 
a minimum profit. In some cases, 
the profit has been cut in order 
to sell the time. In one instance, 
an agency executive told AA he 
had bought a network package at 
less than cost because of the net- 
work’s eagerness to make the sale. 
In only ‘one case did a prospective 
buyer complain to AA that the 


network had over-priced the pack- 
age. 

-The record of recent network 
sales is given in a table in AA, 
Aug. 19. Rarely do the programs 
call for “‘big-bankroll” advertisers. 
Cost of a network package runs 
from $1,500 a week to about 
$10,000. 


What They Cost 


An advertiser can buy “Archie 
Andrews,” NBC’s juvenile drama, 
for about $2,100 a week or “Honey- 
moon in New York” for $4,000. 
He can buy “Nick Carter” on Mu- 
tual for $2,500 or “Beatrice Kay” 
for about $8,000. ABC, according 
to Adrian Samish, who heads the 
network’s program department, 


specializes in the $2,500 to $3,000 
price bracket “because an adver- 
tiser with more than $10,000 to 
spend is not going to buy a net- 
work package.” On CBS the “Jack 
Kirkwood” show would run about 
$8,000 while “Winner Take All,” 
depending on talent and prizes, 
would be under $5,000. 

The intensity of the networks’ 
program sales efforts vary directly 
with their ability to sell time, and 
the. amount of unsold time they 
have available. Thus ABC and 
Mutual lead in programs sold, with 
CBS close behind and NBC lag- 
ging. 

But regardless of the number 
of sales made, one thing now holds 
true—the days when one network 


APPLE KING 
Snow Mountain Orchard, Box 141-A, Yakima, Washington 


World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's 
and pack ‘em in distinctive Ponderosa Pine gift boxes . 
make impressive holiday gifts for clients, business associates, 
friends and family. Free folder explains all. 


famous apples 
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Prices: $2.75 and up! 
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Leadership In 
Department Store 
Sales Proves It. 


Compared with a 1945 index of 
100, department store sales” in 
Worcester for January to July 1946 
skyrocketed to 126, a high spot 
among New England metropolitan 
centers. In Boston, the score was 
123, in New Haven 121, 


FR IN WORCESTER 


see 


in Provi- 


in Springfield 116. 
This sales leadership is yours with 
complete coverage through the 
Telegram-Gazette — daily circula- 


tion in excess of 135,000 and over 
95,000 on Sunday. 


* Federal Reserve Bank of Boston 
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built a program only to have it 
move over to another after it had 
“clicked” are just about over. 
With the exception of NBC which, 
according to administrative assist- 
ant Fred Shawn, will release a 
program to another network if it 
hasn’t any available time to put 
it on the air, all network packages 
are now tied up to remain on the 
originating network regardless of 
who buys them. Even in the 


cases when a network puts on| 


an independent package pro- 


ducer’s program on: a sustaining | 
basis, the contract usually pro-. 


vides that the package cannot be 
sold to go on any other network. 


In addition, all four networks | 


usually retain final control over | 
the program, a factor which has} 


led some trade publications to 
publicize a conflict between agen- 


cies and networks which, they say, | Red Skelton” 


a 


Advertising Age, September 16, 1946 


RATING HISTORY OF SIX LEADING COMMERCIAL 


PROGRAMS, JAN.-JUNE, 1946 


Based on Hooper National Reports, Compiled by CBS Research Dept. 


Rating Starting First 6 Reached 

Program Jan.-June, 1946 Date Weeks’ Rating “Top Fifteen” 
| “Bob Hope” 28.6 Dec. 21, 1935 7:5 (Jen.) Jan. 1939—16.3 
| “Fibber McGee & Molly” 27.4 Apr. 16, 1935 2.6 (May)* Sept. 1938—13.9* 
“Charlie McCarthy” 24.0 May 9, 1937 11.7 (June) May 1937—12.5 

23.2 Sept. 27, 1939 10.5 (Oct.) Oct. © 1941—15.7 
“Lux Radio Theater” 22.7 Aug. 29, 1935 _9.6 (Sept.) Aug. 1935— 7.8 
(evening) 
Oct. 14, 1935 5.8 (Dec.)* 

(Sun. daytime) 
“Fred Allen” 21.8 Oct. 23, 1932 5.2 (Dec.)* June 1934—10.6* 


| *CAB “Recall” rating; Hooper not available. 


Where Your Message Will 
Go With The Tribune 


So that it may be read by the lady of the house, 
who buys 87% of all goods sold at retail and in- 
fluences the purchase of the other 13%. 


With the greatest home delivered daily city circu- 
lation in Northern California since 1939, The 
Tribune circulation is most effective and most 


has resulted in agencies refusing 
/to buy network packages. Only 
one of the four network program 
heads interviewed by AA stressed 
such a conflict and he said it 
_applied to other networks but not 
| his. 

| Selling time, important as it is, 
is not the only factor in the net- 


works’ desire to retain final con-|teries scheduled one after another 
trol over their packages. All of | to build a cumulative audience. 
them have been emphasizing their| NBC’s Clarence L. Menser last 
efforts to build a stronger program | week announced with some tri- 
structure that will hold the elusive | umph that the Fred Waring show, 
audience through various. time} which that network has considered 
periods. Mutual’s Phillips Carlin,|a pioneer attempt to get a day- 
for example, emphasizes “block/| time audience for an “evening” 
programming,” with several mys-| program, is now sold five days a 


” The Farm Paper I Like Best 


productive. 


pay 142.832 


Oceteo eaiss.. 


Oakland 


The Tribune is the only way to cover the Pacific 
Coast’s great and growing third market. 


TOTAL NET PAID CIRCULATION 


A.B.C. Publishers’ Statement, March 31, 1946 


si Tribune 


sunpay 155,093 


+. UMITEO Fess 


WILLIAMS, LAWRENCE G CRESMER CO; 

ional Representatives Including Sunday Magazine Section. 
Comics METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Member. AMERICAN’ NEWSPAPER PUBLISHERS’ ASSN. 


ens 


. . \ 
5000 WATTS TULSA, 


FREE AND PETERS, 


Natif onal 


NERAL MANAGER 


~~ OKLAHOMA 


= 


/ 
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Representatives 


The Weekly 


is the One I Pay For” 


A Midwestern farmer was asked which farm paper he liked 
best. 


“I take three farm papers,’ he said. “One I subscribed to be- 
cause I got an auto jack as a premium. Another I took because it 


was tied in with a rose bush offer. 


“The third paper is The Weekly Kansas City Star. It offers no 
I paid the full 
published price, cash on the barrel head, and all I get is the paper. 


auto jacks or rose bushes; makes no cut rates. 


It’s the only farm paper I really poy for. 


“What does The Weekly Star offer in place of auto jacks and 
rose bushes? Well, it gives me the kind of reading I need in run- 
ning my farm. It’s faster than the iarm magazines. If there’s a new 
OPA ruling, a new subsidy, a new price ceiling or anything like 


that, I get it with full particulars first in The Weekly Star. 


“Then, too, latest improvements in farm operation come to me 
first in The Weekly Star. 
hard surface on my barn lot by applying cheap sodium chloride. 
A scoop for The Weekly Star. 


Only recently I learned how to put a 


Every week it’s the same way. 


Something new—always first.” 


404,375 Paid-in-Advance Subscribers 


Ransas City Star. 
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6.3 
3.9* 
2.5 
5.7 
7.8 


0.6* 


Advertising Age, September 16, 1946 — 


week (AA, Sept. 2). 

The search for a successful for- 
mat (defined by New York Times 
radio editor Jack Gould as mean- 
ing “if it works once keep doing 
it that way”) has led to a cycle 
of dramas, especially mysteries; 
audience participation shows, espe- 
cially “give-aways”; and musicals. 
Most sought after but seldom 
found are good comedy programs, 
although Mr. Samish has high 
hopes for ABC’s irreverent Henry 
Morgan and Mr. Taylor thinks 
well of CBS’s Sweeney & March. 


Kind of Programs 


Of the 14 programs listed by 
ABC, 6 were dramas, 3 musical 
and variety, 3 public service and 
2 audience participation programs. 
CBS’s 32 shows included 10 in 
the musical and variety category, 
8 dramas, 7 public service, 5 
audience participation and 2 com- 
edy. Mutual had 11 dramas, 7 
musical and variety programs, 7 
public service, 2 comedy-forums 


and 1 quiz and.1 audience par-.| 


ticipation program listed in its 30. 


NBC had 9 dramas out of a total | 


For OMAHA 


JR., 


wratives 


youn pie pst 


Laie & 


yous ® 


of 17 programs, the others in- 
cluding 6 public service programs 
(2 in dramatic format), 1 audience 
Participation and 1 musical show. 

In the Fred Waring show, NBC 
thinks it has found part of the 
answer to one of the most contro- 
versial and vulnerable spots in 
network programming—the day- 
time hours, target of the FCC’s 
“Blue Book” and almost every pro- 
fessional and amateur radio critic 
because of the preponderance of 
dramatic strips. A study by A. C. 
Nielsen in Sept. 1945 showed that 
56% of the gains in listeners made 
by the Waring show and recorded 
by the “Audimeter” represented 
“new listeners,’ people who had 
just turned their sets on. Of the 
total audience during the first half 
of the program, 64% came from 


the preceding “Joyce Jordan” 
dramatic strip, 16% from other 
networks and 20% had just turned 
their sets on. Waring lost only 
2% of his listeners to “Breakfast 
in Hollywood” on ABC and 9% to 
“Amanda” on CBS. 


Many Not Listening 


Taken in conjunction with 
Hooper figures on daytime listen- 
ing, which show that, while the 
available audience was 70.6% in 
August only 14.3% of the sets 
were in use during daytime hours, 
this indicates, according to NBC, 
that there is a large daytime audi- 
ence to be tapped by new pro- 
gramming. 

Besides format and ratings, the 
number of stations on which a 
sustainer has been carried and the 


markets in which it has built an 
audience are one of its principal 
assets to an advertiser. The ac- 
companying table lists the most 
recent figures available on station 
acceptance of network programs, 
as well as the number of Hooper 
cities (32 key cities) in which the 
program is carried. 


Sustainers Hit Hard 


When the FCC’s regulation 3.105 
in Sept. 1941 gave individual sta- 
tions the right to reject network 
programs, it was aimed primarily 
at commercial programs but it hit 
sustainers hardest, in the opinion 
of many radio executives. As the 
table shows, acceptance of sus- 
taining programs varies with the 
ability of the stations to sell time 
to local advertisers, the value they 


— ec re 


impute to the show, and—in the 
case of public service programs— 
how much the local broadcaster 
worries about the FCC’s “Blue 
Book.” 

Figures on public service pro- 
grams, which are frequently not 
for sale, have been included by 
AA because of the emphasis placed 
on them by the FCC and the effect 
of public service programming on 
the future of the medium. ABC 
stations, according to Mr. Samish, 
have increased acceptance of pub- 
lic service programs and _ its 
“America’s Town Meeting” is car- 
ried by stations in all 32 Hooper 
cities. CBS’s “People’s Platform,” 
while heard in 26 Hooper cities, 
was accepted by 63 of the 149 
stations to which it was offered; 
“Open Hearing” does even better 
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Audited Reports for years Ending Dec. 31st. 
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with 116 stations. Mutual’s ““Amer- 
ican Forum of the Air’ was car- 
ried by 130 stations in the 9:30- 
10:15 (EDT) Tuesday spot, but 
NBC’s “University of Chicago 
Round Table” following ‘People’s 
Platform” on Sunday at 1:30 p.m. 
showed just about the same ac- 
ceptance pattern—68 takers out of 
151 offers—as the CBS show. 


Gimmick Helps the Sale 


Mr. Carlin believes Mutual has 
found a solution to the problem 
of increasing station acceptance of 
public service programs. “‘We put 
on public service programs with 
a ‘gimmick’,” he said, “so that 
they have either a novel approach 
or get a lot of publicity.” As ex- 
amples he cites ‘Meet the Press,” 
which got front-page newspaper 
comment on its interviews with 
public figures, and “Opportunity 
USA” on which two veterans tour 
the country in a jeep interviewing 
other veterans—frequently head- 
liners—in each city and making 
headlines en route. 

The search for “gimmicks” is 


not confined to public. service 
shows or to the Mutual network. 
And as the fall reshuffling subsides 
(CBS, for example, will have 86 
time changes and 54 program 
changes this month), the race to 
get set for next year’s competi- 
tion will be well under way, and 
every available “gimmick” will be 
tried and tested. 

In this competition research de- 
vices to take some of the guess- 
work out of programming are 
playing an increasingly important 
role. These range all the way 
from Mr. Carlin’s device of taking 
a program off the air on certain 
stations to provoke listener re- 
sponse, to CBS’s elaborate Lazars- 
feld-Stanton program analyzer (in 
which audience reactions to pro- 
grams are tested, using a selected 
panel representing a cross-section 
of the radio audience for that 
time) and NBC’s even more elabo- 
rate Schwerin system (using a 
panel of 300 persons at a time) on 
which NBC will release a flood 
of publicity next month. 


PRIMARY MARKETS ONLY... 


Farm Populati 60,793 


Farm Families 14,495 
I PI rs ccicesisisccccscescosssze 12,763 
I is sisicccccecisenscinccassascsine 12,483 
ER issciccrsnessiscesecsccassiees 4,543 
Central Heating........................6 5,659 
Running Water 3,559 
Av. Value per Farm.................. $16,880 
Av. Income per Family.............. $4,315 


Value Mach'y and Equip't.......... $15,937,545 
Total Annual Income.................. $62,394,900 


Average Farm Size.................... 132 acres 


Potential Market for more than $7,000,000 
in new machinery and equipment alone. 


WCLO PRIMARY AND SECONDARY MARKET 


Primary |Secondary| Total 
Total Population | 201,129 | 109,522 {310,651 
Families............ 57,181| 30,568 | 87,749 
Radio Homes....| 53,928| 28,800] 82,728 


fepresented by 


el 


NEW YORK — CHICAGO — IMS ANGELES 


THE LOCAL... 
DOING A RE- 
GIONAL JOB 
FOR THE AD- 
VERTISER. 


* One of the nation’s richest farm 
areas — deep in the heart of 
America’s dairyland — filled with 
rich, rolling farms, high-income 
families — prosperous communi- 
ties—and closely integrated into 
a solid, packaged market by a 
Listening Habit of 16 years — 
that's the WCLO market! 


They look to WCLO 


No other station provides such a 
wealth of specialized programs, 
based upon the interests and ac- 
tivities of the community. 


That's why listeners in this rich 
market look to WCLO for spe- 
cially keyed farm programs — 
weather, market data, news, 
road, crop and soil information, 
as well as entertainment both lo- 
cal and national. Here indeed is a 
packaged market—compact, re- 
sponsive and with money to spend. 
And WCLO blankets this market! 


*Potential buying power of WCLO primary 
and secondary market 


| 
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Network Sustaining Programs 


Advertising Age, September 16, 1946 


Hooperatings and Station Acceptance 


Note: Ratings for the programs listed below were supplied to AA by the networks 
from confidential reports by C. E. Hooper, Inc. All ratings, unless otherwise noted, were 
made in August. Figures on station acceptance of programs were also supplied by the 
networks. In addition, AA lists the number of stations in cities covered by Hooper meas- 
urements which accepted the program as an indication of the number of major mar- 
kets reached by the show. In cases where ratings or reports of station acceptances are 
not available the notation NR appears. 


AMERICAN BROADCASTING COMPANY 


Program Rating 
The Fat Man 6.4 
Famous Jury Trials 5.9 
I Deal in Crime §.1 
Dark Venture 3.6* 
Question for America 3.3* 
America’s Town Meeting 3.6 
Forever Tops 2.8 
Court of Missing Heirs 2.6 
Orson Welles 2.6* 
Al Pearce 2.5 
So You Want to Lead a Band? 2.5 
The O’Neills ia 
Stump the Authors | 
Society of Amateur Chefs NR 


Type 
mystery-drama 
drama 


mystery-drama 
psychological drama 


sampling of public opinion 


forum 

musical 

drama 
comment 
musical-variety 


musical 
drama 
listener-part. 
audience-part. 


No.of No.of 
Stations Stations 
Accepting Hooper 
Program Cities 


121 
105 
108 
117 
137 
177 
124 
116 
NR 
112 


NR 
NR 
100 
125 


COLUMBIA BROADCASTING SYSTEM 


Note: All program acceptance figures are for week of July 7-13, 1946. 
No. of 
Stations Stations 


Program Rating 
Jack Kirkwood Show 6.7 
Kiss & Make Up 6.5 
Arthur Godfrey’s Talent Scouts 6.4 
The Whistler 6.2 
Sound Off 5.7 
That’s Life 5.4 
Hawk Durango §.2 
Open Hearing 4.0 
Winner Take All OY f 
Skyline Roof—Gordon Macrae 3.6 
Oklahoma Roundup 3.4 
Sweeney & March 3.4 
Richard Lawless 3.1 
Viva America 2.8 
Waitin’ for Clayton 2.8 
Danny O’Neil 2.7 
Time to Remember 2.7 
Arthur Godfrey Program 2.6 
Feature Story 2.4 
Matinee at Meadowbrook 2.4 
Columbia Workshop 2.3 
Cinderella, Inc. 2.2 
People’s Platform 2.1 
Sing Along Club 2.0 
CBS Symphony Orchestra 1.9 
Columbia’s Country Journal 1.8 
The Sparrow & The Hawk Lf 
American Portrait 1.5 
Lyman Bryson 1.5 
Weekly News Review 1.3 
Cimarron Tavern 1.2 
Invitation to Learning 1.0 


What’s the Name of That Song? 
Battle of Commentators 
Endorsed by Dorsey 

American Forum of the Air 
California Melodies 

Leave It to the Girls 


Type 
comedy 
comedy-audience-part. 
amateur 
mystery-drama 


Army Recruiting musical 


audience part. 
mystery 
forum 


‘audience-part. 


musical 


country music 
comedy 

drama 

musical 
musical 


musical-variety 
Americana 

variety 

news feature 
musical variety 
experimental drama 


audience-part. 


forum 
community sing 


musical 
farm news 


No. of 


children’s aviation drama 29 


historical drama 
comment 

news 

children’s program 


educational 


56 


MUTUAL BROADCASTING SYSTEM 


Note: Because of the way in which Mutual stations report program acceptances, MBS 
has found that the actual figures for station acceptance of programs average about 30% 
more than is shown in the figures given in this table. MBS suggests, therefore, that for 
a rule-of-thumb to get an accurate picture of MBS station acceptance of programs, 30% 
be added to the number of stations given in the column below. 


Program Rating 
Under Arrest $.7 
Nick Carter 5.2 
Mediation Board 5.1 
George C. Putnam 5.0 
Beatrice Kay Show 4.7 
| Mysterious Traveler 4.4 
Real Stories from Real Life 4.4 


~1 © S + bw 


Type 


drama 

mystery-drama 

audience-part. 
(personal problems) 

news 

musical-variety 

mystery-drama 

drama 


quiz 
news-discussion 
musical-variety 
forum 
musical-variety 
comedy-forum 


No. of 


(See note above) 
13 


31 
32 
30 
21 
25 
32 
34 
29 
NR 
23 


NR 
NR 
20 
22 


15 


No. of 
Stations Stations 
Accepting Hooper 
Program Cities 


Time 


Mon. 8:30-9 p.m. 
Sat. 8:30-9 p.m. 
Mon. 9-9:30 p.m. 
Sat. 8-8:30 p.m. 
Mon. 10-10:30 p.m. 
Thurs. 8:30-9:30 p.m. 
Mon. 9:30-10 p.m. 
Wed. 9-9:30 p.m. 
Sun. 1:15-1:30 p.m. 
Mon.-thru-Fri. 
3-3:30 p.m. 
Tues. 8:30-9 p.m. 
Tues. 8:30-9 p.m. 
Sun. 4-4:30 p.m. 
Tues. 9-9:30 p.m. 


Time 
Mon. 9:30-10 p.m. 
Mon. 9-9:30 p.m. 
Tues. 9-9:30 p.m. 
Wed. 8-8:30 p.m. 
Thurs. 8:30-9 p.m. 
Thurs. 10-10:30 p.m. 
Fri. 10:30-11 p.m. 
Tues. 10:30-11 p.m. 
M-W-F 3-3:30 p.m. 
Mon.-thru-Fri. 
7:15-7:30 p.m. 
Sat. 10:15-10:45 p.m. 
Fri. 8:30-9 p.m. 
Sun. 8-8:30 p.m. 
Sun. 6:30-7 p.m. 
Mon.-thru-Fri. 
7-7:15 p.m. 
Mon.-thru-Fri. 
9:15-10 a.m. 
M-T-W 
11:30-11:45 a.m. 
Mon.-thru-Fri. 
11-11:30 a.m. 
Mon.-thru-Fri. 
5-5:15 p.m. 
Sat. 5-6 p.m. 
Sun. 4-4:30 p.m. 
Mon.-thru-Fri. 
3:30-4 p.m. 
Sun. 1-1:30 p.m. 
Mon.-thru-Fri. 
2:30-3 p.m. 
Sun. 3-4 p.m. 
Sun. 8:30-9 a.m. 
Mon.-thru-Fri. 
5:45-6 p.m. 
Sat. 6:15-6:45 p.m. 
Sun. 1:30-1:45 p.m. 
Sun. 2:30-3 p.m. 
Mon.-thru-Fri. 
5:30-5:45 p.m. 
Sun. 12-12:30 p.m. 


Time 


Sun. 5-5:30 p.m. 
Tues. 8-8:30 p.m. 
Sun. 8-8:30 p.m. 


Sun. 8:45-9 p.m. 
Wed. 8:30-9 p.m. 
Sun. 4-4:30 p.m. 
Mon.-thru-Fri. 
9:15-9:30 p.m. 
Wed. 8-8:30 p.m. 
Wed. 7:30-7:45 p.m. 
Wed. 10-10:30 p.m. 
Tues. 9:30-10:15 p.m. 
Thurs. 10-10:30 p.m. 
Sat. 9-9:30 p.m. 
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Carrington Playhouse 
Tommy Dorsey Playshop 
Cedric Foster 

Hawaii Calls 

Juvenile Jury 

Chicago Theater 
Exploring the Unknown 
Private Showing 

A Voice in the Night 
Meet the Press 

Rainbow House 
Opportunity USA 


Sports Parade 

I Was a Convict 

Up to the Minute News— 
George Putnam 

Smile Time 


Adventures of the Sea Hound 


Program 

Lights Out 

Grand Marquee 

Fifth Horseman 

Archie Andrews 

Easy Money 

Olmsted Playhouse 

Fred Waring 

University of Chicago 
Round Table 

National Hour 

Travellin’ Man 

Consumer Time 

Our Foreign Policy 

Veteran’s Advisor 

Home Is What You Make It 

No Happy Ending 

Honeymoon in New York 


American United 


*July 
+August 
**Est. NR 
tMarch 

|| June 


2.6 drama 60 11 Thurs. 8-8:30 p.m. 
2.4 musical-variety 119 15 Mon. 10-10:30 p.m. 
2.3 news 132 14 Sun. 6:30-6:45 p.m. 
2.3* musical 108 8 Sat. 7-7:30 p.m. 
2.3 comedy-forum, child-part. 113 15 Sat. 8:30-9 p.m. 
2.1 drama 131 12 Sat. 10-11 p.m. 
2.0 drama 153 7 Sun. 9-9:30 p.m. 
NR drama 66 NR Sun. 2-2:30 p.m. 
NR musical-mystery-drama 89 NR Fri. 8:30-9 p.m. 
NR news-discussion 98 NR Fri. 10:30-11 p.m. 
NR juvenile variety 72 NR Sat. 10:30-11 a.m. 
NR veteran interviews— 106 NR Sat. 4:45-5 p.m. 
discussion 
NR sports feature 114 NR Sat. 5-5:30 p.m. 
NR drama 102 NR Sat. 7:45-8 p.m. 
NR news 85 NR Mon.-thru-Fri. 
, 12-12:15 p.m. 

NR musical-variety 122 NR Mon.-thru-Fri. 

2:15-2:30 p.m. 
NR juvenile drama 82 NR Mon.-thru-Fri. 

5-5:15 p.m. 

NATIONAL BROADCASTING COMPANY 
No.of No. of 
Stations Stations . 
Accepting Hooper 
Rating Type Program Cities Time 

7.0 mystery-drama 116 26 Sat. 10-10:30 p.m. 
6.8 light drama 102 21 Tues. 9-9:30 p.m. 
4.8 atomic energy drama 115 26 Thurs. 10:30-11 p.m. 
4.74 juvenile-drama 75 15 Sat. 10:30-11 p.m. 
4.5 drama 94 19 Fri. 8:30-9 p.m. 
4.5 drama 102 24 Thurs. 8-8:30 p.m. 
4.0 musical 146 30 M-W-F 11-11:30 a.m. 
3.7 forum 68 18 Sun. 1:30-2 p.m. 
3.7 news-drama 95 22 Sun. 4-4:30 p.m. 
3.5 drama 98 17 Mon. 8-8:30 p.m. 
2.6|| drama 48 18 Sat. 12:15-12:30 p.m. 
2.5 discussion 80 15 Sat. 7-7:30 p.m. 
2.4|| interview-discussion 97 20 Sat. 1:30-1:45 p.m. 
2.3 drama 77 14 Sat. 9-9:30 a.m. 
1.8 drama 103 30 Sat. 5-5:30 p.m. | 
1.6 audience participation 34 3 Mon.-thru-Fri. 

9-9:30 a.m. | 
NR discussion vg 10 Sun. 1-1:30 p.m. 


Joins Alley & Richards 


Richard Wright, formerly 


Richards Company, Boston. 


of 


Detroit Agency Moves 
Holden - Clifford - Flint, 


Press building. 


Detroit 
Benton & Bowles, New York, has/ agency, has moved its offices from 
joined the copy staff of Alley &|the Donovan building to the Free 


queland 
FLED 


WKBB extends a cordial welcome to the 2400 em- 


ployees at Dubuque's new John Deere plant, which is 


scheduled to begin operations next month. Dubuque, 


lowa's fastest growing city, is proud of the important 


role this firm is assuming in its civic development as 


it joins other new industries in a thriving city. You 


can reach Dubuque's rich market area for your product 


ve 


7, 


,* ae Sea ar eran Sas 


WKB 


Dat 


by taking advantage of WKBB .. . first in Dubuque 
radio listenership morning, noon, and night. 


James D. Carpenter—Executive Vice-President 
Represented by Howard H. Wilson Co. 


DUBUQUE 


IOWA 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


Steel Firm’s Ads 
Bring Return of 
Striking Workers 


MILWAUKEE—With the first copy 
in any Milwaukee newspaper to 
observe the first anniversary of 
the Japanese surrender, Grede 
Foundries, Inc., Milwaukee steel 
maker, boosted “Victory Day” at 
a time when its two steel divisions 
were strike-bound. 

Other copy urging workers to 
return to the hamstrung plants did 
so well that by the time the third 
of the four-ad series had ap- 
peared in the Milwaukee Journal, 
union counsel Dan Sobel de- 
nounced the copy and filed a com- 
plaint that it misrepresented the 
wage issue. | 

While the complaint bore no 
fruit, the ads did, with more than 
56% of the plant’s workers re- 
turning gradually while technic- 
ally the plant was still strike-| 
bound. Upon their return, the | 
company ran an ad _ welcoming 
them back and commending them 
for their independence. 

Reprints of the ads were sent in | 
booklet form to about 750 Grede 
customers. Morrison Advertising 
Agency, Milwaukee, prepared the 
copy. 


Wins Newspaper Contest 


The News, Fairfield, Conn., 
scored first on all of four judging 
points — general excellence, edi- 
torial excellence, mechanical ex- 
cellence and community service — 


in the first annual better newspa- 
per contest of the Connecticut Edi- | 
torial Association. The News was. 
also given the first special citation | 
for the best editorial. Vailey Her- | 
ald, Farmington, Conn., was sec-| 


ond, 


Names Cleveland Agency | 


McDonough - Lewy - Wagenman, 
Cleveland, has been named to 
handle the advertising of Indus- 


trial Rayon Corporation, Cleve-| 


land. 


KANS Names Manager 


Archie J. Taylor has been ap- 
pointed .general manager of Sta- 
tion KANS, Wichita, succeeding 
Jack Todd, who moved to Boul- 
der, Colo., to become associated 
with Herb Hollister in operating 
a new radio station. Mr. Taylor 
previously served in a _ similar 
capacity with Station KRGV, Wes- 


laco, Tex. 


ss =. SS a. SC ee 
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. LUMINESCENT DELALS\ 
jerome "1. fags Sununaicse ae 


IS NATIONS’ 


21st RICHEST 


If you think of San Diego as Southern California’s 
tourist mecca which is growing industrially... add 
agricultural wealth to your calculations—and note 


52% MILLION 
IN 1945 


Dairy products 
and live stock $21,181,905 


Fruits and nuts . $16,455,227 
. $10,873,221 
. $ 2,379,132 
. $ 1,626,930 


Truck crops . 
Field crops 


Miscellaneous 


REPRESENTED NATIONALLY 


BY WEST-HOLLIDAY CO., Inc 


New York « Chicago e Denver e Seattle 


Portland e San Francisco e Los Angeles 


the diversification. Farm 
wealth contributes sub- 
stantially to the urban 
richness of this area, best 
reached with just one 
“buy!” 


TRIBUNE - SUN 


Union-Tribune Publishing Co. 
San Diego12, California 


More Advertisers 


Use More Space 


oF 4 eae? ; a 
than in Any Other 


Outdoor Magazine 


ah 7 
ie * ae 


Pits? é ; Z aay Capes ve * epee 4. pars A eae rig ps y) / 3 re gl lea bi yee ak re Bg tee ae ta ie ee INES ae ee ai Sa Par tat ie aateme ald a 
ro a ec Bk MAAS 5 i. oe aes ns 2: jot. : : Pat, ‘ eG ; : Sar A» Cas Re ecg a ue ae i eal Setaairea eae rR o Se Sy 8 Te : 
heat aS a a) alts are Bree. oe aa ek ae Se di — ae Se : gales . 
, sae : s a 5 : - 2. ; = gh ? ne a ta eS oe! a sf Tecegewhs,. | x 7 " 5 S 3" eine - pans ss : 
a i xe ae er 
ich ucert ee 
| - i 
Advertising Age, September 16, 1946 53 
| \ i 
a ae 
¥ 
K ie 
she 
| a 
VI | 
| qo 
PF | 
sini eiiageineacapnamaailiaaid 
i ot ace eee . *: : ot SSS Sy NES SRS RRS EA a a os 
ks Se Se “a . i Res So ee cS = 3 ae es 
. a ‘ _— + See . Sn = ¥ ae 
So - ea eo Tee ae monet 
Re as ERS EN eae * SS.  . 2 " > a ints 2 ae 
Ne ce Se : - \ :.. —. = fF ¥ a < as ie a ‘ 
PS = = RES ea & = a ee ts eu a 7 O ae aS 
oon <8 i. Jee -— ion 
car co OAS ee — oe i % ee nen ee 
Be ‘ ‘en Riad & - SA i : ro Pe: Se Bs a iar ¥\ ia rene neni set 
ee. ——— ll we . a a “eae ; Sols eae Ne 
Cha es = ae F — a8 ss iil yf ae ‘. ee r “iy ied 7 Be at 
ens: * oe —  — @ ™ ‘eae SS 
messes A.’ 2S aie a « ,2 = ee a ae eae 
een isa am ns: J ae : at wa es . : Bae 
ore jh are fas ae Be vs a . ™ ees 
ge ae mes : f a 4 ret 
ne i Ei aa Sic Ula ara Z a. 
’ : Po 
aa sss sSs SSS ssscSsc cscs oss as asses sesusnessnsen snes een ess Sees vTSnenssSsNenSnITUSENSNSSTSNSUNNNINNE NEES NS Se InINE INNS reeeninn Sn CC) 
i 
7 
ca rt | 
Saga 
= aes 
n. oe - ae a ees 
l. . 
- 
“ae 
m. NN Ee = a 
| seid) ne 
| it ag 
| ae ten 
| | | = en a 
1 ty ‘ a 
< ws f | si a 
— aie an 
f = | Ee | ze 
‘ —— 3 “ | 8 
oe = ee 
7 = Greets a GREA 7 a 
. = = . 
“NEW INDUSTRY a ani i 
a 3 z pi oa 
et ee — poe = : e f eS ee 
—— —- Rae oa 
a geen ‘ a 
i. “FANG a: - | peepee et 
—— Md ay - : Be, 
—— eae. oh = 
— ee mn Ney m renee “ — 
— aad -. = _ i _ = J 
er gg Tim... ; | 
_ a -. 6 aaa . 7 FF i meee 
, — ares Zz = a” 
ee — , soa 7 - 6 ee 
L. a cl fe a a aes 
Pwr 7 4 | +, me — Peed a 
PF . ” aa i Sata : 2 
aS tas, mia onda Cet BY — 4 oa 
| sa she ORE aed ee 
| tpt sh be ies, oo 
‘ ON ger ge i pa LP gs lors os 
| .__. gellar, is : iy cit a 
ggg Ce ae ‘ 5, on 
| . een / ‘ iy, Me ye ae? ; Gere 8, ee tinier: 
+ =m Pee ete EE EE pin tmea |e cna. eae 
ne <a ey ieee oe ere 
fa the ‘ Ee i tage ie aap Ne ae gg: se . & 
' | Sige st 7 Bh Fok Bs jy eipea” age ie igh nh SA Be, <& > 
r] | ae ge Be igs eee SF hi Z bee, vel 1S - + La : 
i | _ a ae age Gi ae aie Me Agee ie jae, S ‘tga 
| i ee ee . EC WE Se tps Be a Pay aa Oe” PEE “ie fo a SAS) 
on Pie of #: Bn Lh EE EA CPi 2 BG “ee 
} Ne Teas ¢ eee ” Tn go er 
~ © : LE BLE Gp° EE OPW FEE By ita Lh 
4 | PEE 4 wg ™ the # Ys a 
| “4 3 ; é ba % jj? _ fae iii! i, he +7 a : , 
“a ve BEL, eyes yi : 
i | 4 OF! MO Ae : yaar 
_ i He om a 
} Og ‘ 
- - oa ie ee ye bs ; 
es [aes ee BRE. 
- 
| | =e 
! 
i 
bm. I a > 
! 
‘ 
(2% x ; ‘ 3 . ian cr eae oe. a 9 bir 4 ‘ ' -e " Nee . Hass E 5" ¥ ve = ’ >¥. ie j iin : ms 2% : 


ye beep et ape me a ¢ : i a i eet CE 


Advertising Age, September 16, 1946 A 


contract provisions or are in dis- 
tricts zoned for commercial or in- 
dustrial purposes. 


Plan Removal of Posters 


The Fulton county (Atlanta) 
zoning and planning commission, 
in providing for the gradual elimi- 
nation of all outdoor posters, has | 
notified all owners of posters and 


The Only Worth-While Public Relations: 


Amex te Micchen-Cantield Each Company’s Own Facts and Figures! 


properties in the unincorporated 
areas to list their signs with the 
commission immediately. Those 
with contracts in existence before 
May 10 will have three years to 
remove the signs. All other post- 
ers must come down within 90 
days unless they are covered by 


Apex Specialties Company, New 
York, has appointed Hirshon-Gar- 
field, Inc., to handle advertising 
for Glare-Bar sunglasses. A na- 


tional magazine and newspaper | 


campaign is being planned. The 
account was formerly handled by 
Arrow Advertising, New York. 


Nothing of greater moment faces the American business man than the need for effectively se 


interpreting the place and function of American business to employes and the public. Be- 
cause ADVERTISING AGE believes that much of the “public relations” effort directed along 
this line is far wide of the mark, it takes particular pleasure in presenting here the consid- 
ered opinion of General Mills, Inc., on the scope and direction which should govern the 
public relations activities of American business. Comments from readers will be welcomed. 


In the General Mills’ setup, Sam C. Gale, vice-president and director of advertising, is also 


director of public services. Working with Mr. Gale as assistant director of public services St 
are Abbott Washburn, who wrote the following analysis, and Erle B. Savage. 
By ABBOTT WASHBURN thing that will be accomplished by such ea 
‘ ‘ . advertising will be to convince certain a 
LOOKING AT FALL || icrcumce: ESE ESSE | |! 
y ” hard at work again protecting their vested sic 
Sumner Slichter, the Harvard economist, and interests. Americans inherently resent er 
Claude Robinson, the public opinion analyst, being told what to believe in, whether it ‘ 
both have emphasized that business has lost be free enterprise or the divine right of hi 
what they call the “intellectual initiative,’ that kings. The only sound way to convince ite 

e most of its public utterances tend to be nega- an American citizen of anything is to give 
if were tive, or complaining, or merely defensive. him the facts and ask him to make up his se 
a geen This is unfortunate, because the great ma- own mind. He 
eal . jority of companies have positive and progres- If the facts cannot convince him of the bene- Lo 
il as a n A a Vv e r t i hy e r + | sive stories to tell. They are doing things the fits of constitutional democracy and freedom of bo 
s | public would be glad to hear and know about’ enterprise, no amount of commercial advertis- mi 

. in terms of new jobs and opportunities, new ing will have the slightest effect. 
products, new conveniences for consumers, new Thus, if each company will quit worry- 


We'd make plans, right now, to go after : 
good slice of business in this productive area 

.. with the help of CKILLW. We'd remem- 
ber that this station is a live wire . . . with 
heads-up programming around the clock . . . 
and 5,000 day-and-night watts at 800 ke., to 
give you concentrated coverage where you 
We'd recall that CKLW has the 


lowest rate of any major station in this mar- 


want it. 


ket . . . for results-per-dollar. Then, we'd 
begin making up a schedule now . . . and be 


ready to cash in at the proper time! 


In the Detroit Area, It’s 


CKLW 


ADAM J. YOUNG JR., INC., National Representative 
Canadian Rep., HORACE N. STOVIN, Toronto 
Mutual Broadcasting System 


uses for the farmers’ raw materials, new pro- 
grams for employe safety and health—all based 
on a sincere confidence in the American sys- 
tem’s ability to continue to improve the general 
living standard of our people. 

This is certainly a positive story. It is 
one that we think is best told by each in- 
dividual company in terms of its own ac- 
tivities. 

We are working hard to keep all General 
Mills’ public statements accurate and on the 
positive side. As an example, a little folder list- 
ing 12 “Basic Policies on Which Our Company 
Operates” was mailed to all employes and stock- 
holders with our annual report this year. When 
our advertising agency made the layout for the 
folder, they commented, ‘“We’re a little puzzled 
by this. It contains nothing that any progres- 
sive company couldn’t say.” True, but the 
point is, they are not saying it. 

Basic Policy No. 3, headed “Free Competitive 
Enterprise,” reads as follows: 

“We believe that free American com- 
petitive enterprise, under constitutional 
democracy, is the best of all economic sys- 
tems, productive of the greatest good for 
the greatest number. We believe that la- 
bor and management—together with farm- 
ers, consumers, stockholders, and govern- 
ment—are mutually dependent, and must 
all work together.” 

In recent months there has been a growing 
hue and cry over the need for “selling” free 
enterprise to the American people. The subject 
has taken up a lot of editorial space, has been 
discussed at length by convention committees, 
and is being treated of in paid ads and via com- 
mercial radio. The purpose of the messages is 
to convince the American masses that free enter- 


ing about what may or may not happen 
to industry as a whole, and concentrate on 
telling its own story—factually, clearly, 
and adequately to employes, stockholders, 
and the consuming public—we will have 
little to fear from nationalization and the 
totalitarian bogeyman. 

The institutional advertisements which we 
have prepared for the coming fiscal year at- 
tempt to interpret some of the simple business 
arithmetic back of General Mills’ operations. Re- 
liable surveys show that a good many people 
think business profits average 30 cents on the 
sales dollar. Our ads will emphasize the com- 
pany’s modest profit margin of a little less than 
2% cents on each dollar of sales. They will show 
the relation of dividends to wages (over $30,000,- 
000 to the 10,000 employes last year, as against 
$4,253,000 to the 12,000 owners of the company). 
They will stress the relationship between total 
sales and the cost of items purchased from farm- 
ers and other suppliers. (Of the $298,000,000 
sales volume last year, $220,000,000 went to the 
farmer and other producers ‘of raw materials.) 

All of the ads will carry the economic story 
of high production as the only answer to higher 
wages, higher dividends, and stability of earn- 
ings over the years. Along this same line, re- 
search and expansion will receive attention as 
important builders of security, increased employ- 
ment, and economic progress. 

In short, facts and figures, interestingly 
presented, dominate the copy. Vague gen- 
eralities about “our way of life” are out. 

The same factual messages are being given 
to the employes via company publications and 
bulletin boards—to stockholders in news letters 
and in special informal meetings that will be 
held throughout the country in November. 
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Retailers Employ 
Direct Mail ‘News’ 


to Promote Sales | 


St. Louis.—Two St. Louis re- 
tailers—in entirely different fields 
—are building stronger direct mail 
returns through regular monthly 
mailings to selected lists of cus- 
tomers. 

Scruggs - Vandervoort - Barney, 
St. Louis department store, is 
using a monthly piece called 
“Vandervoort’s News” in which 
each of the 12 pages is actually 
a mail order form with the title 
of the garment on the opposite. 
side of the page to avoid any 
errors. Through its regular use, 
Vandervoort reports all-time’ 
highs in selling volume on such 
items as girdles. 

Hill Behan Lumber Company 
sends out its monthly “Hi-Be-Co 
Helpers” to more than 5,000 St. 
Louis area homeowners. The 
booklet, following the style of a 
miniature newspaper, carries ad- 


**‘BETTER 
THAN 
AVERAGE” | 


108,500 Readers In A 
Quality Market 


| 
108,500 readers in and adjacent 
to one of the top 620 counties in 
the United States which contain 
80% of your sales potential .. . 
wealthy McLean County, with 
$43,586,000* in annual retail sales | 
. . . $670 per capita (U. S. average. 
is only $579*) . . . these readers 
constitute a much _ better-than- 
average market .. . mot just a city- 
zone population figure. 


The Daily Pantagraph alone 
reaches this wealthy prosperous 
market. It is read by three out 
of four in the trade zone which 
includes McLean and portions of 
eight adjacent equally rich coun- 
ties . . . five out of six read it 
in McLean County . . . nine out 
of ten in the Bloomington city 
zone! 

* Copr. 1946, Sales Management Survey of 


Buying Power; further reproduction not li- 
censed, 


FOR 100 YEARS 


BLOOMINGTON, ILL IN o1s 


1946: 


WTratscurco WATIOMALLY BY Giimamw wiCOLt & Wotnaaa 


ie 


THE PANTAG RAFH 


te 


1946 


vertisements and home news col- 
umns with such helpful hints as 
how to combat insects, how to 


paint, garden culture and other through Lawrence Boles Hicks 
informative stories. Hill Behan’s |New York, has launched a nation- 
mame sources are its cash cus-|al consumer campaign, with em- 
tomer register and its charge cus-| phasis on parents’ publications. 

tomer mailing list. 


Scampers Launches Drive 


Scampers Company, New York, 
manufacturer of children’s wear, 


—_—— . To Barnett & Keegan 
Insurance Admen to Meet Hi. Pp. Randall Mfg. Company, 
Annual meeting of the Insurance | Demopolis, Ala., a division of W. 
Advertising Conference will be! Allen Rogers Industries, maker of 
held Oct. 13-15 at the Ambassador farm equipment and implements, 
Hotel, Atlantic City. ‘has transferred its account from 


Fitzgerald Advertising Agency to 
Barnett & Keegan, Birmingham. 
Farm and implement trade publi- 
cations will be used. 


Prints Radio Handbook 
on Pacific Coast Market 


Don Lee Broadcasting System, 
Hollywood, has published a new 
radio handbook covering the Pa- 
cific Coast market. 

This second annual edition, ed- 
ited by Sydney Gaynor, sales man- 


schedules of all Pacific Coast net- 
works, lists of independent sta- 
tions, table and chart studies on 
|radio families, gross farm dollars, 
wholesale sales and effective buy- 
ing income, 


To Open New Laboratory 

General Box Company, Chicago, 
is completing a laboratory for 
testing and designing of shipping 
containers. The new laboratory, 
| which is located next to the exec- 
|utive offices, replaces the one in 


ager, contains rate and discount | Cincinnati. 


MN, 


@ simplest way to open a mind is through 


an interesting bit of information” 


‘N sent 
T)pthin hn 
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Offering advertisers the best customers 


of best stores everywhere 
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STIMULATE 
SALES PRESENTATION 
with 
@Chromester process prints. 
@New revolutionory dye 
trenster process of producing 
shorp acturo! color poper 
prints from eny tronsporency 
or copy. Any quontity— 
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|To Lee-Stockman |Adman Part Owner 
| Eagle Model Aircraft Company, of FM Station 


| New York, has placed its advertis- Lewis King, head of a New York 
ing with Lee-Stockman, New ,aqgio advertising agency bearing 


/York. Consumer magazines, busi-| }i; name, is one of three owners 


“ness papers and direct mail will | of an FM station, WFMO, under 
| be used. ‘construction in Jersey City, N. J. 
| |The adman’s partners in the ven- 
‘Appoints Gourlay ‘ture are the Newsreel Theaters, 
| O’Brien Gourlay, Vancouver, | mc. and the Brunswick Laundry 
has been appointed to handle the |Company of Jersey City. 

advertising of Patrick Frawley Jr.| A construction permit granted 


eee, aes 


Advertising Age, September 16, 1946 


Studios will be in a penthouse 
atop a 16-story building in Jersey 
City’s Journal Square. 


Name Abbott Kimball 


Abbott Kimball Company, San 
Francisco, has been appointed to 
handle the national advertising of 
Nathalie Nicoli, designer-manufac- 
turer, and Mode de Paris, oper- 
ated by Leon Nicoli. A campaign 
for the two women’s apparel 
houses will be launched in Oc- 


Company, Vancouver. 
business papers will be used. 


Canadian | by the FCC required the station to 


tober issues of California Stylist, 
Town & Country and Vogue. 


be in operation by next April 13. 


Old timers have seen a lot of changes in farming 
methods in their lifetimes. In lowa, farm progress through 
the past century has been pretty much charted and cham- 
pioned by the state farm papers which grew to form 
today’s Wallaces’ Farmer and lowa Homestead. 

And today—the modern Iowa farmer, with his tractors, 
his corn planters, his corn pickers, his electrified farm, 
looks to his up-to-the-minute lowa farm 
business paper for the same kind of leader- 
ship, news and advice that has always helped 

-farmers to solve their problems. 

Neither the old timer nor the young, ac- 
tive, business farmer of 1946 wants to miss 
a single copy of Wallaces’. On 9 out of every 
10 Iowa farms... and on a high percentage 


FIRM-ROOTED FOR 


90 OF 1OWA’S 100 TEARS ~ 


wslbi tO IN sud 


of neighboring farms in nearby counties . . . Wallaces’ is 
looked-for and carefully read twice each month. The 
farmers in this rich section happen to be among the 
country’s most successful farm businessmen. A part of 
their success has come from their willingness to listen, 
learn and try. With 25% of the nation’s grade one land 
within its borders, Iowa stands today as one of the highest 
income farm markets in the world. Reaching 
9 out of 10 Iowa farms, Wallaces’ Farmer 
delivers for advertisers the greatest con- 
centration of farm buying power on record. 


WALLACES FARMER 


Gti \OWA HOMESTEAD 


Looked fo0 rice A MONTH IN 9 OUT OF 10 IOWA FARM HOMES 


Buffalo Store's 
Radio Show Holds 
12.4 Hooperating 


BurraLo—“Early Date,” morn- 
ing variety program broadcast 
over Station WBEN since August, 
1944, is “the most successful and 
most expensive single radio pro- 
gram of any department store in 
the United States,” according to its 
sponsor, Wm. Hengerer Company. 

The show’s new Hooperating is 


|12.4, highest for any daytime pro- 
gram, local or network, in Buffalo, 
and one of the highest for any 
radio show in the U. S. The pro- 


/gram is aired five times weekly at 


(9:15-9:45 a.m. 

_ For two years “Early Date” has 
| competed with the ‘Breakfast 
|Club” heard on ABC. The ABC 
/network show has a 3.5 rating 
/here, it is said, compared with a 9 
‘rating across the country. “Early 
Date” had reached a 10 rating by 
April, 1945, leveled off at that rate 
and recently jumped to 12.4. 


| Buyers Compete for Spots 


The program is conducted on an 
audience participation basis and 
includes contests, gags, quizzes 
and prizes. Its format differs from 
day to day because much of it is 
ad libbed, although basically it has 
the same “flavor” from day to day. 
Its stars are Clint Buehlman, 
comedian; Esther Huff, hostess, 
who handles the three daily com- 
mercials; Wally Nehrling, an- 
nouncer, and Norman Gray, pian- 
ist. 

Commetcials are both institu- 
tional and merchandising. The 
store’s buyers constantly compete 
to get commercials on the show 
for their merchandise. The de- 
partment store, Hengerer officials 
say, has helped greatly in building 
both good will and sales. 

Julian Trivers, advertising man- 
ager and originator of the show, 
asserts that, “In our opinion, a 
radio presentation for a depart- 
ment store must compete on an 
even basis with the best the net- 
works can offer. People living in 
Buffalo or any other city will tune 
in only what they consider su- 
perior listening. This is our only 
criterion for planning the future 
of ‘Early Date.’ ”’ 


Names Houston, Leeming 


H. S. Houston has been named 
representative in the eastern ad- 
vertising office of the Chicago 
Tribune, with headquarters in 
New York, covering the resorts, 
travel and transportation classi- 
fications, and C. E. Leeming has 
been appointed to handle the fi- 
nancial advertising classifications. 


Starts Compact Drive 


Hingeco Vanities, Providence, 
manufacturer of vanity cases and 
compacts, through Arthur Braitsch 
Advertising Agency, Providence, 
has launched a consumer maga- 
zine campaign for the first time, 
using Glamour and Vogue. Jewel- 
ers’ Circular - Keystone and Na- 
tional Jeweler will also be used. 


Names McCrea 


G. Brydon McCrea, for the past 
eight years circulation, advertising 
and promotion executive with the 
Winnipeg Tribune, has been named 
manager of the Winnipeg branch 
of McConnell, Eastman & Co. 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 


Ad 
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lhe Creative Mans Corner 


One of the most important things in 
copywriting, as in a golf or a baseball 
swing, is follow-through. 

By this we mean follow-through from 
headline through illustration to text to 
signature—which usually denotes the 
means by which the headline promise is 
obtainable, or from headline to signature 
and back through the text for particulars 
and proof, 

The Armour Treet advertisement (Life, 
September 9) is marked to show how 


1 with Barbecue Sauce! | 
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See ES © With sugar-cured ham { 


graphically this may be charted. 
Headline (1) and illustration (2), to- 
gether, make the specific product prom- 
ise. The signature (3) shows the product 
as it appears on the grocers’ shelves, 
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names the maker and (4) adds the basic 
appeal. The text (5) follows through— 
first, to prove the product story and then, 
with a recipe, to put the headline into 
action. 

The full color spread for The Saturday 
Evening Post (New York Times Maga- 
zine, Aug. 25) takes off from a headline 
that could key as brilliant a continuing 
campaign as the “Power of a Woman” 
promotional series for the Ladies’ Home 
Journal. 

The trouble here is that the illustra- 
tions which take up most of the spread 
are primarily illustrations of only half of 
the headline: “It’s nice to have a bright 
green bonnet.” The second half, the 
promise: “It’s nice to have something 
under it, too!” is illustrated only with a 
tiny Post cover. And the text is pure 
generalization: 

“Even with this year’s hat you can’t 
get up on last year’s conversation. 
That’s why it’s such good headwork to 
read The Saturday Evening Post. For 
example, you will always find stimulat- 
ing Post articles on world affairs, new 
personalities, new developments in sci- 
ence and medicine .. . exciting fiction 
by America’s most distinguished au- 
thors. Every week you'll find a variety 
of features to help keep your conversa- 
tion as bright and up-to-date as that 
new fall hat.” 

Imagine the difference that subjects 
and titles and names would make, proof 
taken from the pages of the Post. These, 
and just a hint of results—in terms, say, 
of social success. 

This, again, is what we mean by fol- 
low-through. 


You Ought to Know + » Sam Wingfield 


According to Sam Wingfield, “doing 
away with the walking cane and the 
introduction of the shower bath have 
damn near ruined the country.” The 
demise of the cane brought the end of 
high fashion, and the 
abolition of the tub 
bath destroyed one of 
modern man’s few 
places for thinking and 
relaxation. 

That phrase is typi- 
cal of Sam Wingfield, 
one-time minstrel, 
press agent, and her- 
ald of the extraordi- 
nary. And it fits the 
personality of a man 
who has lived in an 
atmosphere of greasepaint, ballyhoo and 
promotion for most of his life. 

At present Sam Wingfield puts life into 
sales conventions, needles banquets, 
dramatizes company plant open houses and 
anniversaries. But it wasn’t always so. 
The clue to the career of Sam Wingfield 
is in his collection of walking canes, one 
of the finest amateur collections in the 
country. In that collection is a cane be- 
longing to Dan Emmett, king of the 


Sam G. Wingfield 


minstrels, and Sam’s boyhood idol. 

In partial emulation of Emmett, Sam 
spent many boyhood hours in sleepy 
Lynchburg, Va., with a Negro juggler, 
one Eddie Davis. Sam never became a 
juggler, but he mastered the baton, and 
caught on with The Dixie Minstrels, 
where he was billed as “Sammy Fields, 
Boy King of the Baton.” In Framingham, 
Mass., the interlocutor obligingly suc- 
cumbed to an attack of d.t.’s, and Sam, 
who caught his boss aglow in an alco- 
holic aura, talked him into using him as 
the only boy interlocutor in show busi- 
ness. The rattle of the tambourines and 
the glib cross-fire of the end men were 
grist to young Sam’s mill, but his mother, 
a straight-laced southern lady, took a 
dim view of her son’s way of earning a 
livelihood, So Sam eventually subscribed 
to her view that the runway was a high 
road to hellfire, and returned to Lynch- 
burg as a reporter on the Lynchburg 
Progress and moved over as city editor 
of the Bluefield Daily Times, both of 
which are long since extinct. 

From newspapering, Sam went to E. I. 
du Pont de Nemours & Co., as head of 
employe activities for its Hopewell, Va., 
plant. It was Sam’s first venture into the 


ane 


employe field, and one he was to repeat 
with profit later. In 1917, America went 
into World War I, and Sam enlisted in 
the Navy’s balloon corps. Back from the 
crusade, he returned briefly to du Pont, 
then interested Col. Procter of Procter & 
Gamble in employe activities. Sam thinks 
highly of the late Col. Procter, with 
whom he instituted “industrial democ- 
racy” in P&G’s plants, and saw the soap 
titan elevate three workers to the com- 
pany’s board of directors, a revolution- 
ary step for the time. 

Meantime, Sam was much in demand 
among industrialists, who had learned of 
his persuasive techniques, and he had 
been called in to numerous strike-bound 
plants to assist in negotiations. In 1920, 
he was invited to Curtis Publishing Com- 
pany, which was expecting labor trouble. 
Sam says now he was awed by the 
“cathedral of publishing” in which he 
found himself. At any rate, he settled 
down in Philadelphia, married, bought 
a house, fathered a son. He spent seven 
years at Curtis, five in employe activi- 
ties, and two as associate editor of 
Country Gentleman. 

From Curtis he went to N. W. Ayer & 
Son, for whom he conducted newspaper 
tours through the coal fields under the 
auspices of the Anthracite Institute, and 
assisted in employe problems of other 
clients. He left Ayer some time later 
and became a free lance promotion man, 
but eventually went to work for Kenyon 
& Eckhardt. As at Ayer, Sam enjoyed 
K&E,, but left to start his own organiza- 
tion, specializing in special events pro- 
motion. Sam says now that he’d just as 
soon skip the next chapter: Caught in 
recession’s grip, his clients cancelled pro- 
motional plans, and Sam eventually folded 
his outfit, 

He then joined J. M. Mathes, Inc. The 
Mathes agency was deep in the toils of 
the New York State Department of Com- 
merce & Industry account, as well as the 
state’s dairy account. Along with these, 
it had automatically acquired the state 
fair, and needed someone who could hypo 
the event. Sam was given the specific 
job of providing for the dull days, im- 
mediately following the opening and pre- 
ceding the closing day of the fair. 

For the opener, Sam devised a fashion 
contest, utilizing a runway the length of 
the grandstand at the state fair grounds 
in Syracuse. Contestants had previously 
won local contests sponsored by depart- 
ment stores within a 20-mile radius of 
Syracuse, which the sponsors figured was 
the attendance area for the fair. 

For the day before closing, Sam de- 
vised “Checkers from Heaven.” This was 
a game of checkers played on a gigantic 
board by the Queen of the Fair, in the 
grandstand, and the pilot of a plane 
which was attempting to set an endurance 
record aloft. The checkers were girls 
meagerly clad, who leapfrogged over each 
other as the moves were announced over 


the loud speaker. To insure rapid play, 
the pilot and the Queen had a list of 
moves, so that each could call out “Num- 
ber Eight Jumps Number Ten.” Unfor- 
tunately, the pilot was fairly groggy from 
his hours in the air, and after several 
moves he unaccountably skipped a line. 
He began to make moves which were 
impossible with the setup on the board. 
Sam, showing the Wingfield touch, 
sprinted for a microphone in the grand- 
stand and bellowed, “Doctor Edwin 
Wilson (his dentist’s name) of the 
American Checker and Chess Association 
(Sam wasn’t sure it existed) has declared 
this game a draw. It will be played off 
tomorrow.” 

Sure enough, the game was played the 
next day, and the plane swooped low 
over the board as before. But Sam had 
cunningly gotten a transcription of an 
airplane engine from a local radio ste- 
tion, ran it over the loudspeaker, and in 
the grandstand a hired hand faithfully 
read the pilot’s list of moves. 

Sam was happy with Mathes, and he 
engineered a series of plant get-togethers 
for American Viscose Corporation during 
the war, and staged numerous Army-Navy 
“E” presentations. He left Mathes to set 
up his own, one-man special events or- 
ganization. That he does it well is at- 
tested by many letters from associations, 


‘agencies and companies who have em- 


ployed him to engineer entertainments 
and special events. He keeps an office 
at 347 Madison Ave., seldom uses it, 
spends much of his time entrancing and 
amusing clients and prospective clients 
with a formidable flop-over presentation 
which is as full of gags as a magician’s 
hope chest. 

Silver-haired, florid and healthy, Sam 
admits in his soft drawl to 50 years, but 
won’t file an exact age for the record. 

When Sam takes an assignment, he 
normally goes on the company’s payroll 
as a temporary employe. This per diem 
arrangement is congenial for him, and 
leads to his saying that he never knows 
at breakfast what he may be doing or 
where he may be doing it at dinner. 

As an entrepreneur, Sam has dropped 
some of the gags which made him famous 
in Ad Alley, but he still can cook them 
up. He has a wolf tie, as well as a tie 
which when stained with gravy is simply 
cut off, and pulled down to its original 
length. For the Stetson Company’s sales- 
meeting, he dreamed up a Hat to Curb 
Hot Heads from Harvard, an ingenious 
fedora with an ice-cube-lined sweatband. 
He also invented the Wingfield Speech- 
meter, a device for brightening conven- 
tion speeches. The device sounds fog- 
horns, rings bells to warn speakers who 
dawdle, waves a flag when applause is 
needed, and if the speaker runs too far 
over his allotted time, a brass cannon 
swings around to bear on the speaker 
and fires. “It certainly brightens things 
up,” Sam Wingfield says, chuckling. 


/ he Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


PUTTING A "HANDSHAKE" IN YOUR LETTERS 


Letters can have a personality just like 
human beings. You, no doubt, have been 
introduced to people who had a certain 
formality and stiffness that amounted 
almost to a cold chill. 

On the other hand, you have met peo- 
ple whose friendliness, frankness and 
personal charm captured your attention 
and admiration. 

The same applies to business letters! 
They can fairly breathe friendliness and 
a winning personality. But you must 
avoid those stilted phrases, those hack- 
neyed openers that leave the reader with 
a cold chill. 

An excellent example of putting per- 
sonality into letters is one used by Charles 
Atlas, well-known physical culture advo- 
cate, in acknowledging inquiries about 
his correspondence course. It reads: 
“Dear Friend: 

Congratulations! In sending for my 
book, ‘Everlasting Health and Strength, 
you have done more than merely ask me 
to ‘lay my cards on the table.’ You have 
made a decision once and for all, that you 
are going to become a NEW MAN—and 


cram that body of yours with tireless en- 
ergy, vitality and TREMENDOUS MUS- 
CULAR POWER.” 

You can almost feel the handshake of 
Charles Atlas as you read that opening 
paragraph of his three-page letter. 

And here’s how F. L. Sprayberry, 
President, Sprayberry Academy of Radio, 
puts that friendly warmth in the open- 
ing paragraph of one of his letters: 
“Dear Friend: 

I can’t begin to tell you how pleased I 
am to have your request for my catalog, 
‘How to Make Money in Radio, Elec- 
tronics and Television.’ 

“The interest you have shown in writ- 
ing for this book indicates to me that you 
are a man of vision and foresight—alive 
and alert to the money-making oppor- 
tunities in Radio. And the initiative you 
have exhibited in your own behalf is go- 
ing to be rewarded.” 

Make the opening paragraphs of your 
letter friendly, sincere and intensely per- 
sonal and you will gain the reader’s con- 
fidence. Confidence pays off! 
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Want Spun Sun cag rogers og Aug. he F&SEhR Elects Deines V.P. 

€ sun spun sales Corporation,| Harry J. Deines, account ex- 

Or ‘Sun S un’? a subsidiary of Burlington Mills | ecutive with Fuller & Smith & 

P ° Corporation, announced appoint-| Ross, New York, has been elected 

New York — Advertisement|ment of Hirshon-Garfield, Inc.,|a vice-president. He will assume 

readers are soon going to have to | New 

watch their “sun” and “spun” in| agency and heralded an advertis- 


York, as its advertising direction of the account group 
servicing the various eastern divi- 
buying merchandise. If they speak | ing campaign for next year. |sions of Westinghouse. 
the words in one order, they'll get} Sun Spun Sales Corporation | 
Fiberglas-lined sportswear; if they; makes Sun Spun bedspreads——has | Woolach to Short é Baum 
use them in the reverse order,|made them for a number of years,, Short & Baum, Portland, has 
they’ll get bedspreads! 'in fact—and will launch a cam- | been appointed by Woolach Bros. 
On the heels of a promotional paign promoting them in national | '° handle its poe ee aoe 
and advertising splash by the Al-| magazines, Sunday rotogravure saaiaea” tae Gosavenr tires poe 
bert Richard division of Fried,| and daily newspaper space. tubes, and a complete line of 
Ostermann Company, Milwaukee, Houck & Co., Roanoke, Va., had! radios, ranges, refrigerators and 
introducing “Spun Sun” Fiberglas- handled Sun Spun’s account. ‘other home appliances. 
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Galfer 


SEMI-AUTOMATIC 


Now Available wit 
PERSONALIZED INITIALS 


FIRM NAME IMPRINTING 


ACTUAL 
SIZE AS 


SHOWN Uationally réduertised 


4” high RETAIL PRICE § 
3% wide. INITIALS SLIGHTLY HIGHER 5 


The Galter GIANT Lighter is a nationally advertised, nationally accepted business stimulator. The 
personalized initialing imprinting feature gives this useful, practical producNasting advertising and 
gift appeal! Priced for large volume sales, the GIANT is of beautiful modern design—heavily chrome 
plated—covered in simulated leather, black and tan—individually boxed. Needs only 4 fillings a year. 


4 


NATIONALLY ADVERTISED IN AMERICA’s LEA MAGAZINES 
LIFE » SATURDAY ‘EVENING POST + COLLIERS » LOQK + LIBERTY 
ESQUIRE + FORTUNE + NEWSWEEK + FORBES + BUSINESS WEEK. 


The GIANT Lighters make an 
excellent gift for your 1946 goodwill 
advertising. These can be supplied 
with individual chromium initials or 
with embossed firm name imprinted 
—or both, if desired. 
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ZA WRITE FOR QUANTITY PRICES AND DISCOUNTS 
CA ON YOUR FIRM LETTERHEAD 
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PRODUCTS COMPANY 


711 W. Lake Street, Dept. K, Chicago 6, Ill. 
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L. A. Newspapers 
to Start Survey 
of Grocery Sales 


Los ANGELES— This city’s four 
daily newspapers have announced 
joint establishment of a research 
foundation to make monthly sur- 
veys of sales of brand food prod- 
ucts in the metropolitan area here. 
The foundation is a part of the 
Los Angeles Newspaper Publishers 
Association, members of which are 
the Examiner, Herald & Express, 
News and Times. 

The survey of grocery sales will 
be patterned after the market sur- 
vey developed by the New York 
World-Telegram in 1939. The Bu- 
reau of Advertising, American 
Newspaper Publishers Associa- 
tion, has urged members here and 
in other metropolitan areas to 
adopt the World-Telegram survey 
as a model for inventory studies 
needed to furnish market data to 
advertisers and agencies. 

Floyd Maxwell, chairman of the 


Los Angeles association, asserted 
that the research here will un- 
doubtedly eonfirm findings in 
other areas in which such inven- 
tories are conducted that news- 
papers are the most effective and 
economical medium for market 
penetration. Los Angeles is said 
now to be the third largest market 
in the U. S., exceeded only by New 
York and Chicago. Last year the 
Chicago Times launched its three- 
times-a-year “Pantry Poll,” to 
give the area its first inventory 
survey. The Times’ poll is based 
on an inventory of grocery items 
on hand in homes of a continuing 
consumer panel. 

The Los Angeles newspaper as- 
sociation will add to its personnel 
to develop the new service for ad- 
vertisers and agencies. 


‘ . * ’ 
To ‘Philadelphia Forum 
Forrest H. Riordan, formerly with 
the Philadelphia Evening Bulletin, 
has joined the staff of the Phila- 
delphia Forum Magazine as adver- 
tising manager. The monthly has 
a circulation of about 9,000. 


Reference 


Get your free 


copy of the 
August Marine 


Terminal and 


 grteny this August issue of 
World Ports is such an excel- 
lent reference source for adver- 
tising and sales executives inter- 
ested in construction and building 
markets and market potentials, 
an extra limited supply is avail- 
able for distribution for. that 
purpose. 


This is the first time ever that 
-any publication 


s occandeeiaeneenteonen 


An Excellent Market 


Source... 
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MARINE TERMINAL and } y 
PORT CONSTRUCTION ':: 


Port Construction Number 


excellent features on the opera- 
tion of European ports during 
war time. 


All of the features are well 
illustrated, through drawings and 
photographs. 


The editors of World Ports 
collaborated with the editors of 
Architectural Record in publish- 

ing this number. 


has presented a 
'picture of the 
| trends, design and 
construction 
factors of ports 
and marine termi- 
‘nals. Wartime de- 
_velopments and 
postwar needs are 
fully interpreted. 
Included is a com- 
prehensive discus- 
sion of the 
construction of 
South American 


sue of the 


vertisement. 


November WORLD PORTS 
Convention Issue Will 
Have 10,000 Distribution 


Following the annual con- 
vention of the American As- 
sociation of Port Authorities 
to be held in Boston in Octo- 
ber, World Ports will publish 
its annual November conven- 
tion number—the biggest is- 


advertising rates prevail de- 
spite increase of circulation 
to 10,000 copies. Forms close 
November 15. Write for com- 
plete details on issue to help 
in scheduling appropriate ad- 


The August World 
Ports presents 
these features 
from the opera- 
tions and econo- 
mies standpoints 
of waterfront ter- 
minal executives 
while the Septem- 
ber issue of Archi- 
tectural Record 
will present the 
features from the 
interests of work- 
ing architects. 


year. Regular 


ports and another 


WORLD PORTS 


ESTABLISHED 1914 


418 S. Market Street — Chicago 7, Illinois — Wabash 2882 
New York Office — 122 E. 42nd Street — Murray Hill 3-5520 
San Francisco Office — 640 Mason Street — Douglas 7233 


World Ports is affiliated with Traffic World, Traffic Bulletin, Daily Traffic 
W orld, Transportation Supply News, and the College of Advanced Traffic. 
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WARNING! NEW CAR BUYERS 


ALL THAT GLITTERS 
IS NOT NEW! 


You as 


agus Wf you're 
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choose 
wlhing shout “ore” oo OPA ceiling 
Right cow, cam are beng offered Pooky ally iron] 
for sale 10 this community as sew will be asked oe aceopeed. And 
ot “aaarly mew” cam when, in fect, what's more—you'll get « fair price 
San7 sso nt ew or cxerly one fer your trsde sa. 
an ot ull— but used cam—ce realicy, OCs, 
some of them have been drives Ths members of shin suocianoe 
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"LIKE NEW'— With this newspaper 
copy, the Los Angeles Motor Car 
Dealers Association is warning the pub- 
Hie against “black market gyps"” who 
ask above OPA-ceiling prices for “new 
cars" which have been driven thousands 
of miles and then “polished up to 
glitter and look like new." 


Right Promotion 
Stressed in New 
Report on Markets 


WasHINGToN—Advertising “tai- 
lored to promotional and selling 
activities” does a “preliminary job 
of consumer education,” the U. S. 
Chamber of Commerce says in a 
new report on “Distribution in 
Expanding Markets.” 

Asserting that “the real goal is 
production and distribution of 
more and better goods and serv- 
ices at prices consumers are will- 
ing to pay, the chamber’s domestic 
distribution department warns 
that the day is coming when buy- 
ers will again ask whether it 
“costs too much” to move products 
from farms, mines and factories 
to ultimate consumers, 

The chamber calls for “more ef- 
fective and more economical 
methods of doing the job,” and 
describes the functions of adver- 
tising, along with personal sell- 
ing, merchandising, transportation 
and other services. 

“Effective advertising must be 
tailored to promotional and selling 
activities by creating in advance 
the right atmosphere and develop- 
ing factual information,” the 
chamber explains. “Secondly, ad- 
vertising must be properly di- 
rected—it must reach the market 


Department Store Sales 
Jump 40 Per Cent in 
WINSTON-SALEM 


Department store sales in Win- 
ston-Salem for July 1946 were up 
40 per cent over July 1945, the 
largest increase registered among 
13 cities reporting in the Richmond 
Federal Reserve District, a current 
analysis has just revealed. 


June sales in Winston-Salem 
were up 31 per cent over last year, 
and dollar volume for the first 
seven months of this year was 26 
per cent ahead of the same period 
in 1945. 


Nation-wide department store 
sales in July were up 32 per cent 
—placing Winston.Salem’s gain 
well ahead of the national average. 

Significant? Sure—further proof 
that Winston-Salem is a “must” 
market in North Carolina. 


JOURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 


on which the selling organization 
is preparing to concentrate its ef- 
forts.” 

The publication stresses “coor- 
dination of promotional efforts at 
each distributive level,” and pre- 
dicts expansion of direct aid to 
retailers through the medium of 
manufacturers’ salesmen. 


Columbia Steps Up 
Record Distribution 


Columbia Recording Corpora- 
tion, which, like other major rec- 
ord manufacturers, has released 
Classical music pressings on a 
monthly basis, will make an un- 
precedented move this month to 
“increase sales all along the line” 
by putting the release of Columbia 
Masterworks albums and single 
records on a weekly basis. The 
new policy, announced by Paul 
Southard, vice-president in charge 
of sales, will be instituted Sept. 30. 

Distribution of new releases in 
popular music has been on a 


weekly schedule for a long time. 
Columbia is currently promoting 
both its Masterworks and “pop” 
records through page copy in Bill- 
board, Collier’s, Disc, Esquire, 
Life, Modern Screen, Photoplay, 
Radio & Television Retailing, The 
Saturday Evening Post and Seven- 
teen. 


Hertzberg to Wolff 


H. Hertzberg & Sons, manufac- 
turer of brooms, brushes and mops, 
has placed its advertising with 
Lester “L” Wolff. Business papers, 
Magazines and newspapers will be 
used, playing up the trade name, 
Cleansbest. 


Box Firms Promote Two 


S. F. Talbert, president of Con- 
tinental Box Company, Houston 
and Dallas, has been elected to the 
board of directors of General Box 
Company, Chicago, parent com- 
pany. Carl B. Kreiner has been 
promoted to vice-president and 
sales manager of Continental Box. 


eee 


STEWART, BROWN & ASSOCIATES 


Distribution Consultants 
Marketing Research 
30 Rockefeller Plaza 
New York 20, N. Y. 


Dr. Lyndon O. Brown, one of our Partners, has accepted the 
Presidency of Knox College. Dr. Brown will retire from this 
firm December 31, 1946. 


Paul W. Stewart 
A. B. Dougall 
P. W. Atwood 
R. S. Potter 

D. M. Atkins 

J. B. Cooke 


These are familiar 


to a new high. . 
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MARKETS EDITION 


you wer’ 


words to a lot of ex soldiers, 


and their wish to get back—as they were—has 


pushed retail clothing sales in the Nashville area 


. Even before the war, sales 


amounted to almost [5 million dollars annually. . . 
This is just a sample of the strong retail market 
that is effectively covered by WSIX. So, whether 


yours is a new product, or a long-established one, 


er of our great audience. Your 


answer to sales success in Nashville is WSIX. 


...WSIX gives you all three: 
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AMERICAN and MUTUAL 


5,000 WATTS 
980 KILOCYCLES 


Represented Nationally By 
THE KATZ AGENCY, Inc. 
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Urges Curb of 
‘Design Piracy’ 


New YorK—Federal protection 
against unauthorized copying of 
successful product designs is the 
objective of a revived campaign 
sponsored by the American Coun- 
cil of Style & Design and led by 
Henry E. Stehli, chairman. 

Mr. Stehli, who is president of 
the textile manufacturing com- 
pany of Stehli & Co., New York, 
said that the return of competi- 
tive conditions will bring about 
renewed instances of “design pi- 
racy.” 

“Other countries are strengthen- 
ing their laws to curb plagiarism 
of artistic designs,’’ he said. ‘The 
United States has no such law. 


Legislation similar to the bill in- 
troduced in the last session of 
Congress by Representative Lan- 
‘ham would serve well as a starter. 
| While confined to textiles, once 
}enacted it would prove its useful- 
| ness to American creative genius, 
thereby paving the way to inclu- 
sion of designs of other products.” 

The council has offices at 60 E. 
42nd St., New York. Sylvan Got- 
shal is counsel and Alfred Lief is 
secretary. 


Torp Joins Walter Weir 


Harry Torp, formerly of La- 
Roche & Ellis, has joined Walter 
Weir, Inc., New York, and will 
be in charge of all space and time 
buying activities under William A. 
Jensen, vice-president in charge 
of the marketing department. 


ADVERTISING * CIRCU 


LATION + RESULTS 


REYNOLDS-FITZGERALD, Inc., National Representatives 


Scripps-Howard 
Loses Bid for 
Cleveland Station 


WASHINGTON—The license for a 
5,000-watt standard radio station 
in Cleveland, that city’s fifth, 
would go to the Cleveland Broad- 
casting Company instead of 
Scripps-Howard Radio under a 
proposed decision released by the 
FCC last week. 

In deciding against the news- 
paper application, FCC said it 
based its conclusion “primarily 
upon comparison of the facts of 
residence and familiarity with 
Cleveland shown by the principal 
officers, directors and stockholders 
of the respective applicants.” 

Nearly all of the 11 stockhold- 
ers of the Cleveland Broadcasting 
Company have been residents of 
the city for many years, FCC 
noted. In particular, Ray T. Mil- 
ler and Donald Hornbeck, who 
between them own 60% of the 
stock, “have a.background of sub- 
stantial service to the community, 
as servants holding public office, 
both elective and appointive.” 


No ‘Close Kinship’ 


“On the other hand, the record 
does not disclose that the officers 
or directors of Scripps-Howard 
Radio, Inc., have a close kinship 
with the people or local organi- 
zations of Cleveland. 

“C. M. Watter, vice-president, 
jis the only person connected with 
Scripps-Howard Radio who has 
spent any appreciable time in 
Cleveland. However, his speci- 
fic information on the needs of 
|Cleveland and its organizations is 
\limited to a few weeks’ visit in 
‘connection with the preparation 
of this application. 

“The president of this applicant, 
Jack Howard, lives and works in 
New York, and devotes more than 
half his time to the newspaper 
business. None of the officers or 
directors or stockholders of the 
publishing company is in any way 
connected with the life and activi- 
ties of Cleveland except to the 
extent that the E. W. Scripps Com- 
pany publishes a Cleveland daily 
newspaper.” 

The commission noted that a 
grant to Cleveland Broadcasting 
Company would provide “a 
greater diversity of ownership of 
the media of mass communica- 
tion.” According to the record, 
Scripps-Howard Radio is already 
licensee of WCPO, Cincinnati, and 
WNOX, Knoxville, Tenn., and 
owner of all voting stock of Mem- 
phis Publishing Company, licen- 
see of WMC, Memphis, and per- 
mitee for FM there.  Scripps- 
Howard Radio also has applica- 
tions pending for FM in Cleveland, 
Pittsburgh and Indianapolis, and 
holder of a conditional grant for 
a new FM station in Cincinnati. 
| Cleveland Broadcasting Com- 
pany proposes to sell approxi- 


IN THE BUSINESS MARKET @ 
Nation’s Business alone 
is now read by Half* of the 
Million who buy in Billions! 


* 516,258 Executive Subscribers All Paid In Advance 
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GAIN AND LOSS PERCENTAGES ~52 CITIES LS 
MONTH 
JULY 1946 - 1945 Loss GAIN 
CLASSIFICATION | con 0 10 20 30 40 50 60 70 
RETAIL __. _..| 30.8 It i 
GENFRAL... | 12 
AUTOMOTIVE... | 5302 
“FINANCIAL... | 16.3 | 
TOTAL DISPLAY... | 26.7 | 
CLASSIFIED 35.1 
TOTAL ADVERTISING | 28.9 
DEPARTMENT STORES.| 29.5 
ACCUMULATIVE 
JAN. |-JULY 31, 1946-1945] LOSS = 
CLASSIFICATION ma con 10 a 
RETAIL ____. 26.5 . * * ? " 
I 11.9 
AUTOMOTIVE 39.0 
FINANCIAL 31.5 
TOTAL DISPLAY 23.6 
CLASSIFIED « 30.2 
TOTAL ADVERTISING | 25.2 . 
DEPARTMENT STORES.| 24.5 


OUT IN FRONT—Automotive leads all other classifications in linage gains, as 
shown in this Media Records chart listing percentages in newspapers of 52 cities 
for July and the Jan. I-July 31 periods of 1945 and ‘46. 


mately 30% of its time with a card 
rate varying from $66 to $300 for 
national time (20% discount for 
local time) or $8 to $30 for one- 
minute announcements. Scripps- 
Howard Radio wanted to sell 53% 
of its time at $100 per hour local 
or $300 national, with one-minute 
local spots at $8 and national $30, 
with a total of approximately 300 
spots per week. 


Lidz Doubles Budget 


Lidz Brothers, Inc., New York, 
manufacturer of Costumaker but- 
tons, plans a doubled advertising 
schedule in 17 national magazines 
and three business papers to run 
from January through June, 1947. 
The schedule, with copy ranging 
from half-column to full page 
black-and-white, includes Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Seventeen, Woman’s 
Home Companion and Chain Store 
Age. Norman D. Waters & Asso- 
ciates handles the account. 


Peanut Council Set 
to Resume Campaign 


The National Peanut Council 
will resume its advertising cam- 
paign in magazines with the Oc- 
tober issues, The council made its 
first venture into magazines last 
spring, with insertions in Parents’ 
Magazine and The Saturday Eve- 
ning Post. At its recent meeting in 
Memphis, the council approved a 
‘budget calling for a minimum of 
' $100,000 to be spent in advertising, 
and $35,000 in public relations and 
' publicity. 

J. Walter Thompson Company 
handles the council’s advertising 
and public relations. 


Plans Watch Campaign 


O. Maire, Inc., New York, 
|through Ralph Harris Advertising, 
| New York, will launch a campaign 
this fall in a group of aviation 
magazines, including Air Facts, 
Air Force, Flying and Skyways, 
for its Swiss-made Hialeah Chron- 
|ograph watches. 


WITH A DRAMATIC PAST 


During the war when millions of men 
and women joined the services, they left 
their civilian sources of supply and bought 
their everyday necessities at Army Ex- 
changes and Navy Ships Service Stores. 
Manufacturers, wanting to keep their cus- 
tomers, saw to it that the “PX” outlets 
stocked their standard brand products. 
Result: over $2,000,000,000 worth of mer- 
chandise flowed through these “stores of 
the military” every year of the war. That 
was dramatic volume! 

Yet today according to a recent release 
the Army “PX” alone is currently doing 
business on the basis of over a billion 
dollars a year! 

With the draft extended for ther year, 
with pay increase, with a substantial Army 
and Navy now a certainty for the immedi- 
ate future, with millions of young men 
passing through the funnel of the armed 
forces, with many of these boys fresh from 


.A Youthful Market 


WITH AN IMPORTANT PRESENT 


sections of the country where standard 
brand items are thinly distributed, with all 
these customers at the age when they form 
brand habits they will exercise during the 
remaining forty years of their lives, with 
the “PX” the only convenient source of 
supply open to them while they are in the 
service — perhaps you can see why we get 
out of breath from excitement, over the 
possibilities of this market for any manu- 
facturer who wants to get his product (in 
full size and at full profit) into the hands 
of young men who will continue to buy it 
for themselves and their families even after 
they return to civilian life. 

Of course, the magazine in which to ad- 
vertise—to reach the men who do the buy- 
ing for these Army PXs and Navy Ships 
Stores —is Post Exchange. For further infor- 

There’s a lot more to the story of 
this unusua! market. We'd be glad to 
explain. Contact our nearest office. 


With a Great Future 


POST EXCHANGE 


NAVY °« 


ARMY e 


MARINES @ 


MERCHANT MARINE 


Main Office—292 Madison Ave., New York 17, N.Y. 


HARLEY L.WARD, Inc. WALTER W.MEEKS SIMPSON REILLY, Ltd. 
360 N. Michigan Ave. 101 Marietta Garfield Building 
CHICAGO I,ILLINGIS = ATLANTA 3.GA. LOS ANGELES 14, CAL. 


SIMPSON-REILLY, Ltd. FRED WRIGHT CO. DUNCAN MACPHERSON 
Russ Building 915 Olive Street 700 So. Washington Sq. 
SAN FRANCISCO 4, CAL. ST.LOUIS 1,MO. PHILADELPHIA 6, PA. 
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OPA Seen Major 
Bar to Record 


Paper Production 


Output Could Hit 
20,000,000 Tons, 
Tinker Tells PIA 


ATLANTIC Crry — Price decon- 
trol would be followed by “an 
amazing volume of paper and pa- 
perboard” and a “quick balancing 
of supply and demand,” E. W. 
Tinker, executive secretary of the 
American Pulp & Paper Associa- 
tion, predicted here last week. 

Without decontrol by OPA, how- 
ever, “this seems a remote possi- 
bility,’ he warned in addressing 
members of the Printing Industry 
of America, attending their 16th 
annual convention at the Hotel 


Traymore. A wholly confused 
supply picture, he said, is the re- 
sult of rigid price controls. With- 
out these controls and with ample 
supplies of raw material, “I be- 
lieve that by the first of next year 
total paper and paperboard pro- 
duction could reach the amazing 
rate of 20,000,000 tons annually.” 

Paper and paperboard produc- 
tion during the first half of 1946 
was at an annual rate of 18,620,- 
000 tons and the “apparent con- 
sumption or new supply” was at 
the rate of 21,245,000 tons annu- 
ally, Mr. Tinker declared. Book 
paper supply will be 400,000 tons 
greater and newsprint will be 
385,000 tons greater this year than 
last, he added. 


‘Stupendous Job’ 


This “truly stupendous produc- 
tion job” has been possible, he 
said, because adequate supplies of 
wood pulp were available for the 
paper machines. Scandinavian 
pulp received in the U. S. through 
the month of August has totaled 


408,000 tons, but the outlook for 


wood pulp supplies from 
source for the remainder of the 
year “is not promising,” he ad- 
mitted. 
Both Swedish monetary action 
and current OPA price ceilings 
threaten the foreign source. It is 
probable that Sweden will ship no 
more pulp to the U. S. this year, 
reducing inventories to “danger- 
ous levels” and affecting produc- 
tion of paper and paperboard ma- 
terially, Mr. Tinker said. It may 
be possible, however, for domestic 
producers to raise volume by 6% 
or to obtain extra tonnage from 
other supplying countries such as 
Canada, Finland and Norway. 
Much of the PIA meeting was 
devoted to discussion of recent 
labor wage demands, and James F. 
Newcomb, president of the as- 
sociation, pointed out that these 
demands constitute a serious prob- 
lem for the industry because of 
the high ratio between labor cost 
and selling price in printing as 
compared with other industries. 
First results of the census of 
printing, publishing and allied ac- 


DETROIT ° 


INDIANAPOLIS . 


Kuily Cdn lypws MW Sas in Mla 


Reilly electrotypes are jewels in metal—produced from the finest materials 
by processes involving many exclusive features. Reilly electrotypes give 
such satisfactory results, year after year, that their quality is taken for 
granted. Yes, Reilly electrotypes are so good they’re sometimes forgotten. 


New manufacturing ideas and production methods have brought forth 
great advancements in Reilly electrotypes—qualities that show up in the 
pressrooms of printers all over America. 


With Reilly, electrotyping is an art, resulting from many years of 
research, comprehensive experience and insistence on perfection in every 
plate. Quality is no sometime thing with Reilly, as leading advertising 
men have learned. That is why Reilly electrotypes are being used by 
America’s advertisers to sell America’s leading brands. 


If you are a buyer of things that do more instead of a buyer of things 
that cost less, you will appreciate the extra value in Reilly electrotypes. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


CHICAGO ° 


LOS ANGELES . 


SAN FRANCISCO 


Bureau (AA, Sept. 9), were out- 
lined to PIA members by J. C. 
Capt, bureau director. 


Two Join British ABC 


Two publications, the Daily 
Mirror and the Sunday Pictorial, 
both of London, have joined the 
British ABC, making the organiza- 
tion fully effective in London now. 


Bohack Names Mihic 


Effective Oct. 1, the account for 
H. C. Bohack Company, Brooklyn 
and Long Island grocery chain, 
will go to Mihic & Smallen, New 
York agency. The $300,000 bud- 
get, up 15% from the previous 


year’s expenditure, is planned for 


this | tivities undertaken by the Census|a campaign in 25 Long Island 


newspapers, business papers, out- 
door posters and radio, including 
a 15-minute daily program over 
WGBB, Freeport, N. Y. 


Houston Admen Elect 


J. H. Grant, Houston Lighting 
& Power Company, has. been 
named general chairman of the 
10th District convention, Adver- 
tising Federation of America, 
which will be held in Houston 
Jan. 16-18. 


Bertin Joins Lancaster 


Leroy V. Bertin, formerly with 
Gunn-Mears Advertising Agency, 
has joined Lancaster Advertising, 
New York, as an account execu- 
tive. 


FOR ACTION 
FROM PRESIDENTS 
TRY DUN’S REVIEW 


National Representatives 
. . » Burke, Kuipers 
ond Mahoney. 


1500, 000 mm 


% Population in Woco's 10-County Trade Territory 
...in this Copious Central Texas Market! 


MORE OF EVERYTHING—FROM 
AEROPLANES TO ZITHERS! 


-_— 


Texans make a lot of noise, but you haven't 
heard anything yet. They've just begun 
to shout—but loud. Over 500,000 Texans 
packed into the tight central Texas mar- 
ket are yelling in unison for more . . . more 
of everything to spin the wheels of produc- 
tion. Tell it to a Texan and you tell it to 
a buyer. 


_ THE WACO NEWS-TRIBUNE 
_ THE WACO TIMES-HERALD | 


THE WACO SUNDAY TRIBUNE-HERALD 
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The rates for this department are as follows: “Help Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $3. 
s es per line; light body face 84 per line. 

ursday noon, 11 days preceding publication date. 


THE ADVERTISING MARKET PLACE 


“Positions Wanted,” 
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HELP WANTED 


HELP WANTED 


“Representatives Wanted,” 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. 
Display advertisements take card rates. 


Forms close 


COPYWRITER 


One of our clients, a leading advertising 
agency with several offices, wants a top grade 
copywriter for Chicago. He must have had con- 
siderable agency copy experience in national 
magazines for companies manufacturing for the 
consumer trade on a national scale. 


They are open on salary. This is a real oppor- 
tunity for a man who wants to be with a fast- 
growing, aggressive organization. 


Write or telephone in confidence. 


PERSONNEL CONSULTANTS 


“MATCHING MEN AND JOBS” 
8 S. Michigan Avenue Andover 3129 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organigations 
185 N. Wabash Ave., Chicago 


SALES PROMOTION MANAGER 
for mid-west manufacturer, out- 
standing leader in field. Applicant 
should be between 30-35 years of 
age, have well rounded experience 
with sales forces selling to top man- 
agement. Successful applicant will 
be required to originate sales pro- 
motion ideas and material, sales 
contests, sound-slide films and di- 
rect salesmen award system. _ In- 
dustrial sales promotion experience 
helpful. Application should include 
full information, photo and salary 
requirements. 

xX 8428, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PRODUCTION MAN: Thoroughly 
acquainted with all operations and 
costs of production used for space 
advertising and direct mail litera- 
ture. Excellent opportunity with a 
growing agency located on the near 
north side. Please state experience 
and salary desired. 

Box 8423, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


America’s 


22 EAST ILL 


SUPERIOR 22 


Monsen: Chicago 


INOorS 


are you interested in learning about 


most modern 


typographic service? 


STREET 


WANTED: A Writer! 

If you are not now one of the $12,- 
000 boys, but want to be one... . 
If you have imagination and ideas 
and can express yourself without 
becoming a word mechanic, here is 
an epportunity to work on a BIG 
OND with a tough selling job ahead. 
... If this sounds like a future to 
you, give us a word picture of 
your entire background in not more 
than 50 words and perhaps you’ll 
get an answer. 

Box 8425, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SUTIV! Experi- 


ACCOUNT EXECUTIVE: 
enced, having some business in the 
consumer field to join growing 
agency with complete facilities. 
Wonderful opportunity to increase 
billing and handle large volume of 
business. Located on near north 
side. State volume of business you 
are now servicing. 

Box 8424, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Exclusive rights offered to salesman 
acquainted with national advertisers 
and their agencies to sell advertis- 
ing space in Circus Magazine cover- 
ing West Coast. Write giving 
experience, qualifications and con- 
nections. 
Box 8398, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


PROMOTION COPY AND LAYOUT 
Man or woman experienced in writ- 
ing and laying out promotion copy 
wanted to work in research and 
promotion department of one of the 
largest dailies in the Southwest. 
Relatively new department; an ex- 
cellent opportunity for future. Write 
giving age, experience, samples and 
salary expected. 

Box 8403, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


UNUSUAL OPPORTUNITY 
FOR MAN WITH THESE QUALIFI- 
CATIONS: Age 30 to 40. College 
graduate or equivalent. Successful 
sales experience in home appliances. 
Successful sales training experience 
with sales training in home appli- 
ance field. Large midwestern manu- 
facturer home appliances looking 
for a man who loves to sell and who 
knows how to train salesmen. Per- 
haps you are a successful manager 
and trainer in a small organization. 
Perhaps you are an assistant train- 
ing director in a large organization 
and feel ready to move up. Please 
give background, experience. Write 
Roy A. Bradt, Vice President, THE 
oS ea COMPANY, NEWTON, 


YOUNG SOLIDLY FOUNDED AGEN- 
CY wants young account executive 
who controls some business. Lib- 
eral commission plus an opportunity 
to share in the agencies future. 
Box 8446, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST 

to head agency art department. 
Must have creative ability to pro- 
duce sales-winning roughs and lay- 
outs plus experience to _ follow 
through to finished job. Will work 
on varied accounts, largely of an 
agricultural nature. Excellent op- 
portunity with well established 
agency located in city of 175,000, 
where new art ideas are badly 
needed. In reply, send complete 
record of experience, training and 
typical samples of work. 

Box 8443, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II]. 


PROMOTIONAL ADVERTISING 
MAN. Airline has excellent oppor- 
tunity for man experienced in de- 
veloping and handling tie-up adver- 
tising. State experience and salary 
requirements. 

Box 8445, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SECRETARY-STENOGRAPHER: 
Experienced, Rapid; Good Oppor- 
tunity; Well Established Publishing 
House. Write details. 

Box 8444, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


RADIO MAN WANTED 
Mid-western advertising agency, 4A 
member, staff of 75, large billings, 
national reputation, n s to round 
out its service in radio. No “Huck- 
sters” wanted but rather a trained 
advertising agency man who has 
specialized in radio and has suc- 
cesses to show in it. Exceptional 
opportunity. A good place to work 
and grow. Give age (we hope it’s 
under 40), experience, salary, refer- 
ences and why you’re our man. 
Replies strictly in confidence. Our 
employees know of this advertise- 


ment. 
Box 8437, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PERSONALIZED SERVICE 
Career Counselors 
SALES MGR., Paper Prod.....$10,000 
SALES MGR., Cellophane Mfer. eyed 


SALES MGR., Power Pint Spls_ 7,50 

ADV.MGR.,Home Appliances 7,500 
ADV.MGR., Publisher Bks.... 6,000 
ADV. MGR., Ass’t. Dir. Mail.. 4,800 
ART DIR., Publisher Bks..... 7,500 
COPYWRITER, Fds. Natl. Agcy 7,500 
COPYWRITER, Refr’2’n Home _ 7,500 
COPYWRITER, W’sh’g. Mach’e_ 7,500 
PROD. MGR., Educa’nl. Bks.. 6,000 
PROD. MAN Adv. Dept. Mfg.. 4,200 
PROD. MAN Prtg. Spee. Frms. 4,200 
EDITOR Hse. Oren. per dp... 2,600 
PRSNL DIR., Mfg. Electrical... 7,500 
PRSNL DIR., Training Dept... 4,800 
RSRCH MEN, Paper Manufactr 4,800 
DSPLY MEN, Retail Store-to. 4,200 
SALES COR, Steel Spelties... 4,000 
FIN. ILLUSTRATOR, Woman 6,000 
COPYWRTR, Cosmetics Womn 6,500 
ART DIR., Asst. Agcy. Woman 6,000 
MARKET. RESRCH. WOMAN. 6,000 
EDITOR ASST. Nat’| Mag. Wom 6,500 


THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515, Chgo. 


a, Chicago manufacturer of 
home eating equipment needs 
young assistant to sales manager 
to handle agency relations and ad- 
vertising detail. 25-35 years. Ex- 
perienced in advertising production. 
Good opportunity. Our employees 
know of this advertisement. 

Box 8451, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EXECUTIVES — $5,000-$25,000. Your 
personal requirements in negotia- 
tions for better positions met 
through our individual procedures. 
Strict confidence assured. Details 
on request. JEPSON EXECUTIVE 
PERSONNEL & RESEARCH SERV- 
rhea ioe Land Bank Bldg., Kansas 
peey 66. 


FIELD RESEARCH 
INTERVIEWERS 


We have openings in some of the 
principal cities for Eastman Editorial 
Research representatives — men or 
women. 


This is probably the most exacting of 
all field research requirements. Job 
requires good personality, high order 
of intelligence and willingness to fol- 
low complete and precise instructions. 
We demand the highest quality of 
work and pay accordingly — give 
good, friendly cooperation and ex- 
pect it. 


Work is on a part-time basis only, 
with ample advance notice. Number 
of assignments will vary with location 
and ability of the investigator. Pre- 
vious research experience not essential. 
No research bureaus need apply as 
we must deal direct with the investi- 
gator and reassignments are not per- 
mitted. 

Apply by letter only. 


THE EASTMAN RESEARCH ORGANIZATION 
(Publishers' Editorial Counsel) 


30 W. 42nd St., New York 18, N. Y. 


x 


past and a 


———— 


x snapshot. 


_ 3K x i "| 


HOME ECONOMIST 
WRITER 


Food company in Chicago seeks a woman with a 
ture in home-economics-journalism. 
She should have some experience in preparing 
recipe literature, food radio scripts, food publicity, 
food promotions; should have capacity to get along 
in business with both men and women. If you are 
x a college graduate in home economics, enjoy work- 

ing with pleasant people in a lively business, and 
are looking for a future in your field limited only by 
your abilities, please write us and send along a 


Address Room 405, 76 East Monroe Street « 
Chicago, Illinois 
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Feels this combination 


Advertising Age, September 16, 1946 


HELP WANTED 


MISCELLANEOUS 


National advertising space _ sales- 
man wanted by long established 
publishers representative of maga- 
zines and newspapers, to work 
on Chicago and midwestern ac- 
counts. Want neat appearing, per- 
sonable man, with confidence in his 
ability. Must be qualified to call on 
national advertising and their agen- 
cies and produce business. ~Attrac- 
tive salary. Write giving experi- 
ence and _ qualifications. Address: 
Box 8450, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [1l. 


YOUNG MAN 238-25. Assist in Clas- 
sified Advertising Department of 
well known Chicago Magazine. Give 
age, experience, salary 
Box 8442, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCY COPYMAN 
Fine opportunity for young copy- 
writer who wants experience assist- 
ing account executive. Permanent. 
Box 8452, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN WANTED 
for New York and New England 
territories for monthly business 
paper. Experienced in marine or 
food processing fields. Exclusive 
territory on an attractive commis- 
sion basis. Needed at once. Wire 
for conference 

Box 8453, “ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


VETERAN WITH 10 YRS. ADVER- 
TISING, publicity, public relations, 
sales promotion, company magazine 
editing desires opening in medium 
size agency or firm in middle west. 
Address Box 574, Peking, I11. 


ADVERTISING—SALES 
PROMOTION MANAGER 
With background of more than 15 
years in department store, news- 
paper and radio. Thoroughly fa- 
miliar with art, copy layout, pro- 
duction, research. Age 34; married. 
Seeks permanent connection with 
salesminded mfr. or growing agen- 
ey. Prefer small or med. size city. 
Box 8454, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ABLE ADVERTISING ACE 
Advertising manager, sales manage- 
ment, public relations experience. 
A-1 writing, layout, sales letters, 
folders. A 34-year older. A decade 
of .. seaceaiaiaaaaiae Available immedi- 
ately. 

Box 8387, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MAGAZINE PRODUCTION 
Manager with more than 12 years’ 
experience in layout engravings, edi- 
torial, color, typography, billing, 


ete. ‘College gr28 -3 
as 8441, A VERTISING AGE 
New York | a Ae 4 


330 W. 42nd St., 
COPYWRITER 
Quick to “get the picture’, quick to 
produce. Experience in advertising, 
sales promotion, editorial. Rough 
layout, knowledge of type, good) 
judge art and photography. No 
poo) alge Nabe team-worker. 
College graduat 
Box 8440, ‘ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING PRODUCTION 
Agency experienced. Now. $5200. 
Box 8439, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. © 
PRODUCTION MAN, ARTIST _ 
Desires change. 5 years experience 
in Agency copy, art and production. 
Knows type, engraving & printing. 
invaluable 
for good contact work. at arse. 
Box 8438, ADVERTISING 
100 E. Ohio St., Chicago “a ft 


MISCELLANEOUS 
Magazine Printing» Estimates 
Reputable Publisher open for esti- 
mates due to change in format on 
offset or gravures for 32 Pages, ap- 
proximately 8%” x 11” national 
monthly, 40% to 50% pictures. Be- 
gin at 50,000 copies, potential in- 
crease 5,000 copies per month, self 
cover, or we may furnish cover and 
stock. 1 or 2 colors throughout. 
Prefer printer within 300 miles of 
Te Write William Morsdorf, 
218 N. Dayton, Chicago 13, Illinois. 
ate ESTABLISHED MID - )- WEST 
publication is seeking vouesy press 
facilities (including composition and 
mailing) in central west plant. Color 
work required. Publisher has own 
paper source. Rageven will be held 

in strict confidenc 
Box 8447, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXCEPTIONAL AIDE 
to RADIO DIRECTOR 


For past six years have been in full 
charge of executing radio plans, spot 
time buying, network procedure, con- 
tracts, estimates, traffic, transcriptions. 
Systematic, good at details. Have 
been with medium-sized agency doing 
all of the above on large national ac- 
count. Although young woman, have 
proven executive ability. Want and 
can assume a New York 
only. 
Box No. 6568, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


————=——Ever Need-----—, 


I 

1 @ Rush Job Copywriter? 

1 Woman 14 years a ency, noweneper ex- 

| lenee. Com Comforta y, employed Offers 1 
1 bel ip with “little stinker” jobs. Copy and | 

—- layouts. Saturdays—Evenings—City | 


only. i 
ADVERTISING AGE F 
1-390 Wi aind St, New York 18, N. Yj 


PUBLISHING COMPANY WITH, 
substantial printing plant located in 
Midwest and good organization now 
publishing several trade papers is 
interested in purchasing full or part 
ownership of business paper. Pub- 
lication must have good future pos- 
Sibilities. Principals only 

Box 8432, ‘ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


PUBLICATION PRINTER for pro- 
gressive trade paper listed in SR & 
DS. Medium run, prompt pay. Good 
opp. for progressive printer capable 
of rendering service. 

Box 8448, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
ADVERTISING SPACE SALESMAN. 
Metal or kindred trades. Publica- 
tions. Eastern area. 

Box 8436, ADVERTISING AGE 
100 E. Ohio. St., Chicago 11, II). 


ST. LOUIS, MO. 
Publ. Repr. would like to add trade 
paper or yearboo 


ok. 
Box 8449, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Sears’ Catalog 
Lists New Radios, 
but Few Watches 


CuiIcaco—Radios, watches, men’s 


overcoats and aluminum roofing— 
/omitted from the fall-and-winter 
general catalog issued in June— 
'make their postwar reappearance 
‘in the 1946 midseason fall cata- 


log which Sears, Roebuck & Co. 
started mailing last week to cus- 
tomers throughout the country. 
Most extensive of the “new” 
lines in the 256-page catalog is 
the radio section. Included are 
Silvertone radio-phonograph con- 
soles retailing at $89.45 and 
$112.50; table radios at $11.80, 
$16.90, $24.40 and $42.95 (a radio- 


phonograph combination); and 
battery radios at $22.55, $31.20 and 
$39.90. 


Contrasting with prewar days, 


/when many lines and models were 
| offered, only three U. S. Time Kel- 


ton watches comprise the new 
catalog offering. The Kelton Di- 
rector, a man’s watch, retails at 
$18.59, while the Kelton Dean 
watch, “appropriate for men or 
women,” sells at $10.62 and the 
Kelton Dexter, “ideal for pho- 
tographers, sportsmen, working- 
men,” at $9.30. 


Tires Unobtainable 


Allstate tires, Sears’ own brand, 
again take two catalog pages. But, 
as it did in the general catalog 
mailed in June, the company ex- 
plains that it is not offering them 
for sale or quoting actual prices 
since it would be unable to supply 
the demand. Customers are urged, 
instead, to contact a Sears retail 
store, catalog order office or mail 
order store, place their orders and 
await notification when they can 
be filled. 


Makes Lithography Film 


Harris - Seybold Company, 
Cleveland, is completing produc- 
tion of a motion picture on lithog- 
raphy titled “How to Make a Good 
Impression.” The film, which is 
scheduled to run about 25 minutes, 
presents the basic differences be- 
tween lithography, letterpress and 
gravure. 


Dallett to Hill Co. 


Dallett Company, Philadelphia, 
maker of precision pneumatic 
tools, has appointed Albert P. Hill 
Company, Pittsburgh, to handle 
advertising in business papers. 


Experienced 


Space Salesman 
covering Mid-West has ample time and 
know-how to serve one more publisher in 
a manner which will be more than satis- 
factory. Your "WWE YB URN. 


Ld . URN 
221 N. La ben bg Chicage 
(Phone: FRA 21%) 


Then it shows how 


writing” fixes responsibility for de- 
cisions reached, provides the auto- 


DON’T 


This book tells how! 


Ow TO Harness a Conference” 
tells, first, how to plan a con- 
ference ... decide exactly what is to 
be covered ... by whom... who is to 
be there ... when... where. 


*‘putting it in 


With your copy we'll be glad to send a sample book of the 
new Hammermill Bond showing its wide range of colors for 
business forms and letterheads. Check theecoupon. 


GENTLEMEN ...1 DON’T EVEN 
KNOW WHAT THIS MEETING 
WAS CALLED FOR! 


matic follow-up that turns decisions 
into action. This is the Hammermill 
idea-book that has helped take need- 
less waste motion out of conferences 
in thousands of offices. Try its sugges- 
tions before calling your next meeting. 
Just mail the coupon below. The book 
will be sent to you, free. 


NR ok 
me Re me te 


ASK MY OPINION, 


Haimmermil! Paper Company, 1459 East Lake Road, Erie, Pa. 


IT'S 


FREE! 


OIE DE gO ee te TDG 


Please send me—FREE—a copy of “‘How to Harness a Conference.” 


(Check here 
Bond.) 


Name_ 


(Please attach to, or write on, your business letterhead ) 


if you’d like a sample book of the new Hammermill 


Position 


AA 9-16 533 


z 
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More Advertisers 


Outdoor Magazine 


Newspaper Promotion 
Men to Meet in N. Y. 


The New York Newspaper Pro- 
/motion Managers Association has 
extended an invitation to mem- 
‘bers of the National Newspaper 
{Promotion Association and other 
‘newspaper promotion men to at- 
tend a two-day informal meeting 
in New York, Oct. 7-8. 

Sessions will be held in the 
Little Theater adjoining confer- 
ence room of the New York Daily 
News, and will consist entirely of 
discussions of methods and pro- 
cedures to be followed in obtain- 
ing maximum results from pro- 
motion activities. 


Talent-Owned Magazine 
Will Appear in March 


Associated Magazine Contribu- 
tors, Inc., New York, cooperatively 
owned by 300 writers, artists and 
photographers, will publish its 
new monthly digest-size magazine 
(AA, Feb, 18) beginning in March, 
1947. The first issue, according to 
Jerome Ellison, editor and pub- 
lisher, probably will be 106 pages, 
mostly in four colors and the re- 
mainder in two. 

The title selected is °47, The 
Magazine of the Year, No adver- 
tising will be carried. 


NRFA to Meet 


The National Retail Furniture 
Association will hold a three day 
all-industry furniture conference 


in Atlantic City Sept. 30 to Oct. 2. 


at 
Sate 
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New Distribution 
Council Launches 


Postwar Program 
Sales Chiefs Confer 


with Commerce Dep't 
on Future Needs 


WASHINGTON — Top executives 
and retail association officials 
trooped to meetings here last week 
as the Department of Commerce 
embarked on its plans for cul- 
tivating the friendship of the dis- 
tribution trades. 

Some 29 of the country’s big- 
gest media, merchandising and 
sales chiefs assembled Wednesday 
to organize the National Distribu- 
tion Council, which is to advise 
the Secretary of Commerce on the 
needs of sales organizations. 

The following days, executives 
of 43 major retail trade groups 
arrived for a two-day conference 
to determine how the Department 
of Commerce can improve the 
services it renders for individual 
business men and various trades. 

Among the objectives of the Na- 
tional Distribution Council is the 
promotion of “more and better 


AIR FEATURES, INC. 


are pleased to announce the Jormation of 


FEATURED RADIO PROGRAMS, INC, 


in association with 


FRANK AND ANNE HUMMERT 


and the appointment of 


EDWARD M. KIRBY 


President and General Manager 


. providing a new, hand-tailored program and production service to 
meet the individual needs of radio stations, networks and advertising agencies. 


247 PARK AVENUE 


NEW YORK CITY 


anscriptions.... Consultation.... 


Wickersham 2-2700 


sales planning on the part of in- 
dividual companies and industries” 
so that “both quantitatively and 
qualitatively” distributor perform- 
ance will match producer achieve- 
ments, 

At the council’s first meeting, 
Raymond Bill, president and editor 
of Sales Management, read plans 
and objectives worked out during 
the past several weeks while he 
has been serving on a dollar-a- 
year basis as adviser to the secre- 
tary (AA, Aug. 19). 

Among other things, the council 
is to “stimulate creation and cir- 
culation” of information which 
will improve public understanding 
of distribution, how it functions, 
and the contributions that it makes 
to the American way of living. 

It will encourage “factual re- 
ports on costs and distribution 
efficiency’’; ‘breakdowns of distri- 
bution dollars by industry, prod- 
ucts and areas”; “dissemination of 
technical ‘know how’”; “studies 
comparing wage rates of distribu- 
tion workers to production work- 
ers”; “the effect of the distribution 
on employment, wage rates, living 
standards and security.” 


Include War Veterans 


The council is to cooperate with 
educational institutions, media, 
and other organizations and insti- 
tutions to improve general under- 
standing of distribution. It will 
promote selling as a career, with 


} special attention to war veterans. 


Other objectives are: To stimu- 
late appreciation of the importance 
of statistical and census data to 
business; reduce duplication and 
overlapping among the various 
national organizations dealing with 
one or more phases of distribution, 
and act as advisor to the Secre- 
tary of Commerce and other gov- 
ernment officials. 

The retail trade association ex- 
ecutives heard a general outline 
of the program set up by the De- 
partment of Commerce, including 
the newly expanded field and in- 
ternational trade _ services, the 
small business program, and busi- 
ness information facilities (AA, 
Sept. 2). 

Following talks by Undersecre- 
tary Alfred Schindler, and the 
chiefs of various Commerce De- 
partment units, the executives 
split into six groups of related 
trades to determine what services, 
if any, could be provided for their 
industries. 


E-Z-Do Changes Copy 
Because of “improved merchan- 
dise conditions,’”’ E-Z-Do Company, 
New York, maker of portable 
closets, chests and garment bags, 
will swing over from institutional 
to single item copy in a national 
test campaign to run during No- 
vember and December promoting 
its new $2.98 toy chest. The two- 
month campaign includes copy in 
American Home, The American 
Weekly, Better Homes & Gardens, 
Good Housekeeping, House Beau- 
tiful, Ladies’ Home Journal, Mod- 
ern Screen, Parents’ Magazine, 
True Story, Woman’s Day and 
Woman’s Home Companion. 


To W. W. Garrison 


W. W. Garrison & Co., Chicago, 
has been named to handle the 
advertising of Hamilton Foods, 
Chicago, frozen food manufacturer, 
Radio and newspapers will be 


used. 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycies @ Cars @ Trucks 


We Specialize 
in picking up and distributing material, 
from an envelope to a carload, to be 
processed and photographed—by studios 
and agencies. 


CANNONBALL 


Messenger & Truck Service Qa 
412 N. Wells St., Chicago Gq | 
PHONE DEL. 1234 ” 
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Revion, Columbia 
Records Tie Up 
for Dual Splash 


(Continued from Page 1) 


Photoplay and Seventeen. 

Jointly, Revlon and Columbia 
will break a spread in Seventeen 
telling how “Revlon’s so new 
color ‘Ultra Violet’ really sings!” 
and featuring Dinah wearing a 
hat especially designed for the 
campaign by Sally Victor. 


Others Cooperate 

Merchandising tie-ins, in addi- 
tion to Sally Victor’s Ultra Violet 
millinery, will include artificial 
Ultra Violets by Dulken & Der- 
rick, Ultra Violet satin bags by 
Josef and Ultra Violet sparkling 
gems by Coro. Revlon’s full-color 
campaign will use an Ultra Violet 
photographic fantasy created for 
the manufacturer by Cecil Beaton, 
noted English photographer. 

Both Columbia and Revlon are 
distributing mats for dealer co- 
operative advertising to break 
Sept. 29. Local store advertising 
will open with 2,100-line news- 
paper copy, scaling down to 1,200 
lines, over a period of weeks. 

Sales forces for Columbia and 
Revlon are working with leading 
retail outlets to augment the na- 
tionwide campaign by arranging 
counter and show-window dis- 
plays in department stores, record 
shops, beauty salons, drug and 
chain stores. Thousands of pro- 
motional kits are being shipped to 
these retailers. 


Asks Radio Support 


Charles Revson, president of 
Revlon, will send 1,000 copies of 
Dinah’s record to presidents of 
department stores and will urge 
leading stores to feature the re- 
cording on their local radio pro- 
grams during October. 

Columbia will back its own 
campaign with mailings of the 
“Violets” record to 600 “disc 
jockeys” and music libraries, and 
will feature the record on the half- 
hour “Columbia Record Shop” 
over the CBS network. In addition, 
Dinah expects to feature the song 
on her new CBS show for Ford 
Motor Company. 

Columbia broke a campaign in 


What Makes 
GREENSBORO 
Hum? 


e@ Six Colleges — 5,536 students. 


e@ World's largest rayon-nylon 
weavers (Burlington Mills). 


e World’s largest manufacturer 
of work clothes (Blue Bell). 

e@ World’s largest denim mill 

(White Oak). 


e@ South’s largest financial insti- 
tution (Jefferson Standard Life). 


e@ South’s largest hosiery mill 
(Mojud) and terra cotta plant 
(Pomona). 


Sales Figures from Greensboro are 
Pleasing to the Eye! 


GREENSBORO 
Pe ee 


NEWS-RECORD 
ee 


eight music, radio and moVie pub- 
lications late in August acclaim- 
ing Dinah’s “firsts” in record sales 
and popularity. 

The “sum total” of this joint 
push by Revlon and Columbia, 
McCann-Erickson enthusiastically 
believes, “indicates that the words 
‘Ultra Violet’ stand a good chance 
of going down as the two most- 
advertised, most-written -and- 
talked-about words in recent 
American advertising - marketing 
history.” 


Worcester Joins WMT 


Charles (Chuck) Worcester, di- 
rector of agricultural programs for 
Columbia Broadcasting System 
since 1942, has been appointed 
farm service director of Station 
WMT, Cedar Rapids-Waterloo, Ia. 


Posner Appoints Joseph 

Judith Joseph has been ap- 
pointed advertising manager of 
Dr. A. Posner Shoes, Inc., New 


York, manufacturer of health 
shoes for children. 


Can ‘Business’ 
Be Sold? Four A’s, 
ANA to Find Out 


New YorkK—The American As- 
sociation of Advertising Agencies 
and the Association of National 
Advertisers have announced joint 
committees to explore the possi- 
bility of improving public under- 
standing of American ~ business 
through advertising. 

The chairman of the Four A’s 
committee is J. C. Cornelius, Bat- 
ten, Barton, Durstine & Osborn, 
Minneapolis. Other members are 
Kenneth W. Akers, Griswold-Esh- 
leman Company, Cleveland; Don 
Belding, Foote, Cone & Belding, 
Los Angeles; James H. S. Ellis, 
Kudner Agency, New York, and 
Clarence B. Goshorn, Benton & 
Bowles, New York. Ex-officio 
members are Sigurd S. Larmon, 
Young & Rubicam, chairman of 
the Four A’s board of directors, 
and Frederic R. Gamble, president 


of the association. 

The Association of National Ad- 
vertisers’ committee will be head- 
ed by Howard Chase, General 
Foods Corporation, and members 
thus far announced are Paul S. 
Ellison, Sylvania Products, Inc.; 
C. C. Carr, Aluminum Company 
of America; Paul B. West, ANA 
president; Robert Peare, General 
Electric Company, and H. M. 
Shackelford, Johns-Manville Cor- 
poration, 

Mr. Chase was elected chairman 
of the joint group which will work 
with the U. S. Chamber of Com- 
merce on its “American Oppor- 
tunity” advertising campaign. 


JOSEPH A. MEYER 
Cuicaco—Joseph A. Meyer, 63, 
publishers representative here 
since 1932, died suddenly Aug. 30 
following an operation. 


ERWIN J. FREY 

WATERBURY, CONN.—Erwin J. 
Frey, 46, manager of Station 
WBRY since its start in 1934, and 


former national advertising man- 
ager of the Waterbury American 
and Republican, died recently at 
his home here. 


JOHN D. DE MOTTE 


MONTGOMERY, ALA.—John BD. 
DeMotte, commercial manager of 
Station WMGY, died Sept. 6 after 
a brief illness. He was at one 
time advertising manager of the 
Alabama Journal. 


Names Turley V.P. 


E. Lee Turley, general sales 
manager of McLaurin-Jones Com- 
pany, Brookfield, Mass., has been 
appointed vice-president in charge 
of sales. 
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.-.to build a bigger audience | 
for ABC advertisers 


Laughter > 
tern of crime 
Cassie heckles 


The Sheriff 
brightens the pat- 
when cousin 
Mark Chase, 
favorite peace officer of mil- 


{4 Tions, with her wry humor ° 
4 (Pacific Coast Borax) 


For tops in MySteries.=.=» 


Listen to 


ABC 


AMERICAN BROADCASTING COMPANY 


Gangbusters 


Dramatic accounts of famous 
police cases—tense moments , 
from the nation’s album of 
crime — with comments and 
inside information by Lewis 5. 
Valentine. (Waterman Pens) 


% 


\ of the program. 


plotted mystery 


Company station 


bands as Paul 


Dark Venture 


-gri ping psychological 
ate with unusual twists 
of plot that are almost guaran- 
teed to keep you guessing to 
", the very last exciting moment 


I’ you are one of America’s millions 
of armchair detectives who enjoy 
nothing more than a good, well- 


want to miss any of the programs 
shown on this page. You can hear 
them all—and more besides—on 
your local American Broadcasting 


Top-flight mystery shows are only 
one of the reasons millions of folks 
from coast to coast listen regularly 
to ABC. There’s great radio enter- 
tainment of every type on the net- 
work week after week. For popular 
music, you can hear such big-name 


Sammy Kaye's. For comedy, listen 


K 
The Fat Man 


hiell Hammett’s new ¢ 
Peary a growing favorite = 
muscles into tight spots tha 
thin men couldn't squeeze 
through and solves many @ 


baffling mystery. 


char- 


A etn ninnin 6 


story, you won’t 


of American Music. 


Whiteman’s and 


to Lum and Abner and Breakfast in 
Hollywood. In the quiz field tf/nd 


It’s because ABC offers s 
to so many —great entertai 
of all kinds, as well as allssid 
all the news—that you'll find 
radio dials in so many of the natiokgm 
homes being set on ABC station$ 


American a 


A NETWORK OF 207 B&4 


Buy’ 


This Is Your FBI 


ficial broadcast based on 
timed stories taken from 
the files of the Federal Bureau 
of Investigation. A dramatic 
“§ presentation of authentic 
‘cases. (Equitable Life) 


( 


Counterspy 


Go sleuthing with David Hard- 
ing, chief of counterspies, aS 
he leads the fight against 
i foreign agents who traffic in 
the vital secrets of our national 
defense. (Schutter Candy) 


om 


‘ The Lone Ranger 

4 Riding the lawless frontier of 

{ ona West on his speedy 

' mount, Silver, the Lone Ranger 

~ + wastes no time in bringing bad 

men to swift pioneer justice. 
(General Mills) 


program bas' 


policewor 
nine intul 


Policewoman 
‘ Sullivan, in a 
pete ves | on her experi- 
tor of New York's 
men, shows how femi- 
tion often helps solve 
‘@ acrime. (Carter Products) 


ences as direc 


eer 


William Gargan 


Ross Dolan in ‘‘l Deal In 
crm,” William Gargan ? 
everybody's idea of what a rea 
detective should be — hard- 
hitting, quick with fast an- 


swers, quicker on the draw. ng 


“e 


ABC today. ABC 


the U.S. — and 


for years to come. 


Famous Jury Trials j 


Exciting moments of authentic 
trials packed into a taut half- 
hour of courtroom drama that 
moves swiftly, keeps you won- 
dering what verdict the jury 


Why more leading companies 
are advertising on ABC today 


Advertisers who want a nation-wide audience 
during good time periods are buying time on 
s 207 stations reach all the 

ple who live in 22,000,000 radio homes, 
jocated in practically every major market in 
economical rates make it 
sible to reach these listeners at a surpris- 
ingly low cost per thousand. Jf you are an 
advertiser, remember that a good A BC time 
period bought today means a valuable franchise 
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Business Good, 
ABC Reports 


New YorK— American Broad- 
casting Company bubbled forth 
good business news last week: 

Sale of four 30-minute evening 
periods — Philco’s Crosby show, 
Lewis-Howe’s “Pot of Gold,” Sem- 
ler’s “Sherlock Holmes” and a 
Friday night program for Ever- 
sharp, yet to be announced— 
coupled with a “high rate” of re- 
newals, put business on the books 
as of Sept. 1 “substantially above” 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Teademerks Reg. U.S. Pat. OF 


| last year. 


Net billings for the eight months 
ending Aug. 31, “plus net firm 
business already booked for the 
balance of 1946,” showed a 5% 
increase over the figures for a 
‘year ago. 

The SRO sign was hung on ABC 
time periods from 9 a.m. to 12:30 
p.m. Mondays through Fridays 
with purchase by Kay Daumit of 
the first quarter-hour of the 
“Breakfast Club” starting Sept. 2. 

During the week, 16 new spon- 
sors were signed for six of ABC’s 
co-op programs on 16 stations. 


Rackliffe Names Cooper 


C. J. Cooper Jr., formerly sales 
engineer of the Panelectric re- 
frigerator division of General Air- 
craft Equipment, South Norwalk, 
Conn., has been appointed sales 
promotion manager of Rackliffe 
Distributing Company, New Brit- 
ain, Conn., wholesale appliance 
distributor. 


Pue 


Reynolds Rocket 
Won't Spotweld, 
Lamb Confesses 


Cuicaco—Inkograph Company’s 
new campaign on its mythical 1955 
Rocket radiumed-point pen (AA, 
Sept. 9) seems to please nobody 
so much as Franklin Lamb, presi- 
dent of Reynolds Pen Company, 
which itself is introducing a 
Rocket pen this month, this year. 

“I think Inkograph’s copy is 
bright and cheerful. I have never 
enjoyed more delightful copy,” Mr. 
Lamb told ApvERTISING AGE when 
questioned as to his reaction to 
the rival pen maker’s use of the 
Rocket label in its satire of ball 


won’t call police. cars, 
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pens generally. 

Far from disturbed, Reynolds’ 
president said his company felt 
grateful to Inkograph. Already, 
he claims, “people are asking us 
about our new Rocket, saying they 
saw our ad” in The Saturday Eve- 
ning Post. 

Mr. Lamb emphasized a few dif- 
ferences between Reynolds’ $3.98, 
7%-inch Rocket and the fabulous 
$1,091.99. super-pen described by 
Inkograph. 


Won’t Brand or Spotweld 


“Our model won’t brand cattle,” 
Mr. Lamb admitted, “and it won’t 
spotweld, although it is partly 
spotwelded. But it will write on 
solid concrete. It will also repel 
insects, when covered with DDT. 
We don’t recommend it for women 
to repel strange men, but it will 
attract strange women when worn 
by men, because of its beauty. It 
but the 


“The Rotarian is g 


Photo-Copyer 


Copies upto 
18x 22” 


.-. Send for your 
free copy of this 


informative book 
Tells how APECO 


Chicago 14, Ll. 


s for 
prints of any length up to 42° wide 


With APECO PHOTOEXACT, 
quickly make copies of LETTERS, 
VALUABLE PAPERS, BLUE 
PRINTS, FINANCIAL DATA, PIC- 
TURES, CHARTS, CLIPPINGS, 
CONTRACTS—over 100 others 


Now, with this handy unit in your 
office or plant, you can have 
plenty of copies of anything, 
whether written, typed, printed, 
drawn, or photographed—even if 
on bothsides.. . permanent, error- 

roof photocopies—at amazingly 
ow cost! APECO makes them at 
l-a-minute speed—expedites 
work. No darkroom or technical 
knowledge needed—even a boy or 
girl can easily operate atinietan 


Photocopying can serve you 
See how you can save time, money, labor, 
and assure accuracy with this most modern 
method of copying. APECO'S 20-page, fully 
illustrated book gives you the story of Photo- 
topying—shows graphically the “what” and 
“how” of this amazingly simple procedure. 
Yours without obligation. Write, today: 
AMERICAN PHOTOCOPY EQUIPMENT CO. 
2849 N. Clark St., Dest. FC116. 


Representatives in principal cities and Canada 


PHOTOEXACT 


Copies Anything!” 
AMERICA’S MOST WIDELY USED 
PHOTOCOPY EQUIPMENT 


President, Am 


inquiries fro 


erican Photocopy Equipment 


Company 


communities. 


Reproduction of a one-column advertisement 
from The Rotarian prepared and placed by 
Arthur Meyerboff & Co., advertising agency 
for American Photocopy Equipment Company 


“Low cost inquiries from executives,” 
because readers of The Rotarian (more than 225,000 net paid) 
are executives ... presidents, vice-presidents, board chairmen, 
general managers, owners, partners 
influence buying for their businesses, their homes, and their 


. there’s no obligation. 


iving us low-cost 
m executives 


“We are taking this opportunity,”. says Mr. Creange, “to tell you 
how well The Rotarian is doing for us. It is giving us low cost in- 
quiries from the people we want to reach most, namely business 
executives. The Rotarian seems to have a high percentage of this 
group, judging from our returns. 

“Our ads are designed for inquiry pulling and our magazines 
are checked constantly to see that they pay out well. ALL of the 
media we use are doing the kind of job we want, but even among 
them The Rotarian is close to the top.” 


says Mr. Creange. That’s 
... men who buy and 


National advertisers are increasingly finding The Rotarian 
an exceptionally efficient and low cost means of reaching this 
highly important audience. Let us give you the facts and figures 
about The Rotarian and the buying power and influence of its 
readers. Just drop us a line. . 


THE PRESENT MODEL—of the Rocket 

pen (not the 1955 mythical Rocket of 

Inkograph Co.) gets this opening ad 

this month in Collier's and Look. Maker 

is Reynolds Pen Co.; agency, MacFar- 
land, Aveyard & Co. 


policeman can use it on his beat 
as long as he wants because it 
writes a lifetime, so far as we 
know.” 

He added that Reynolds’ Rocket 
“will, unlike the Inkograph, write 
under water, salt or fresh,” and 
pointed out that Reynolds, far 
from backing down on its claim 
in this respect, emphasizes the 
fact in new ads by showing a 
diver using it down where the 
fishes grow. 

‘Stop, Look and Go’ Firm 

Apparently unabashed by his 
company’s first-year success in 
marketing its $12.50 ball pen mod- 
els—on which it made a net profit 
of $3,000,000 (AA, Sept. 2)—Mr. 
Lamb asserted that “sales of the 
Rocket will probably be four to 
six times the dollar volume” of 
the $12.50 models. 

“We will continue, in our ad- 
vertising,” he said, “to confine our 
copy to the merits of our pens. We 


have never done otherwise. A lot - 


of people have said we were a 
one-shot outfit, that we would stop 
producing before long. Actually, 
we are a ‘stop, look and then go’ 
organization.” 

One agency man here, AA 
learned, liked the Inkograph ad on 
its mythical Rocket so much he 
bought one and used it first to 
write the company a letter of com- 
mendation. 


Offer Courses in 
Printing, Lithography 

The Associated Printers & Lith- 
ographers of St. Louis and the 
Allied Printing Trades Council 
have established night classes in 
printing at Hadley Technical high 
school for the benefit of appren- 
tices and journeymen, beginning 
today. Evening classes are from 
6 to 10 p.m., Monday through 
Thursday. 
-~ A school of lithography, also 
sponsored by the Associated Print- 
ers & Lithographers of St. Louis, 
will open this fall at the David 
Ranken Jr. School of Mechanical 
Trades. Enrollment date is to be 
announced later. 


. . 
Vic & Sade’ Stays 

“Vic & Sade” will continue as a 
Mutual network sustainer when 
F. W. Fitch Company, Des Moines, 
drops it after the broadcast Sept. 
19. The program will remain in 
the Thursday 7:30-8 p.m., CDT, 
spot, broadcasting from Chicago. 
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Unsurpassed in x OY ae 
Za on at any Price “Sas 


4 Ars EA. in 100 Lots 
FS u2+ EA. in 1000 Lots 


POST CARDS or 4°x5"s 
522.00 per 1000 Lots 


ENLARGEMENTS 
30°x40" $3.85 EA. j 
20°x30" $2.50 EA. 
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Beltone Emerges 
as Top Advertiser 
of Hearing Aids 


(Continued from Page 1) 


Mother’s-Home Life, National 
Geographic, McCall’s, Mechanix 
Illustrated, Pathfinder, Popular 
Publications Master Group, Popu- 
lar Mechanics, Popular Science, 
Redbook, Rotarian, The Saturday 
Evening Post, Science Illustrated, 
Science & Mechanics, This Week 
Magazine and Woman’s Home 
Companion. 


First with One-Unit Type 


Beltone was the first in the field 
—more than two years ago—to 
pioneer the single-unit hearing aid 
and had an exclusive in the field, 
among national advertisers, until 
last May. The company claims 
there are more Beltones in use 
than all other one-unit instru- 
ments combined. There are prob- 
ably fewer than 1,000,000 hearing 
aids in use, of all types, in the 
U.S. 

For its 170 dealers, 90% of 
whom are exclusively dealers in 
Beltone instruments and who have 
exclusive territorial franchises, 
the manufacturer maintains a lib- 
eral dealer cooperative advertising 
policy. It pays an _ undisclosed 
amount to dealers on the basis of 
number of units sold, providing 
proof of advertising is submitted. 

In addition, dealers advertise 
extensively in small towns in their 
territories and use much direct 
mail in connection with “clinic” 
meetings at which Beltone Mono- 
Pacs are fitted. Each dealer has 
several salesmen who, usually 
once a month in each town, hold 
clinic meetings to fit individual 
customers. Through use of four 
kinds of receivers and different 
types of plug-in tubes, 140 differ- 
ent instruments can be made. 


Four Name Townsend; 
Hamilton Joins Statf 


Tewnsend Advertising Agency, 
Burlington, Vt., has been ap-| 
pointed to handle the advertising | 
of Vermont Development Commis- 
sion, Montpelier; B. F. Moore & 
Co., Newport, Vt., maker of Sala- 
lom ski wear; Smugglers’ Notch 
Lift, Stowe, Vt.; and Stowe-Mans- 
field Association, Stowe. 

John A. Hamilton, formerly with 
Rourke-Eno Paper Company, 
Hartford, has joined the agency. 


Wheeler Names Peach 


Jack H. Peach, formerly with 
Talon, Inc., in a sales and sales 
promotion capacity, has joined 
W. H. Wheeler, New York, to be 
in charge of the oil company serv- 
ice station field. He will super- 
vise the sale and distribution of 
Airkem Red Label restroom air 
freshener. 


Plans Swan's Down Drive 


General Foods Sales Company, 
New York, is preparing a cam- 
paign to reintroduce Swan’s Down 
flour—off the market during the 
famine emergency — using four- 
color pages in a list of national 
women’s magazines supplemented 
by radio “hitchikes,’” local 600 to 
400-line newspaper space and spot 
radio campaigns as distribution 
reaches each market. Young & 
Rubicam is the agency. 


Staelin Joins Cramer 


Richard C. Staelin, formerly as- 
sistant to the president of Grocery 
Store Products Company, has 
joined Cramer Products Company, 
New York, manufacturer of Joy 
popover, muffin and cake mixes, 
as general sales manager. 


Phillips Resigns 

Stanley A. Phillips has resigned 
as vice-president of Pit and 
Quarry, Chicago. As directing ed- 
itor, he has formulated the pub- 
— editorial. policy since 


A Name’s a Name, 
and All That, But 
Such Cacophony! 


Los ANGELEs—The West Coast’s 
most uneuphonious agency is hav- 
ing its troubles. 

Created for laughs only, it can’t 
keep office space because every 
time someone answers the phone, 
the other tenants complain about 
the noise. They say it sounds like 
feeding time at the zoo. 

But Dunkle, Dunkle, Wank, 
Wank, Funk & Glunk are not dis- 
couraged. They hope to add a 
couple more partners and sell the 
firm name as a theme song for 
Spike Jones. Just now they are 
looking for a secretary named Ima 
Burp. 

So far they have no clients, but 
they are advertising with such 
slogans as: “Walk up one flight 
and save 5%” and “From a classi- 
fied ad to a mighty clank—excuse 
us—campaign.” 

The imaginary firm was started 


by Dawson Funk of J. Walter 
Thompson, Los Angeles, and Bill 
Dunkle of Knollin Advertising, 
San Francisco. Mr. Wank of Wank 
& Wank, and Mr. Wank of Wank, 
Inc., San Francisco, were added 
without their knowledge. Cyril J. 
Glunk, San Francisco press pho- 
tographer, and Christopher Dunkle, 
JWT, Los Angeles, made suitable 
noises and were admitted. 

_They still are considering an 
application from one D. Duck. 


Issues Export Directory 

Connecticut Development Com- 
mission, Hartford, has prepared 
two 152-page export directories 
of Connecticut products, one in 
Spanish and the other in Portu- 
guese. More than 15,000 copies of 
the books are now being mailed to 
importers and government buyers 
throughout the 20 Latin American 
republics. 


Introduces New Product 
Plastaid, Inc. New York, 
through Tracy, Kent & Co., New 
York, is using copy in New Eng- 
land newspapers to introduce a 


new non-toxic, antiseptic first aid 
dressing which was developed and 
used during the war but for the 
first time is being offered in small 
packages for consumer use. Copy 
will be extended gradually to 
other areas. 
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CONCENTRATE ON PARENTS 
; They buy the Most! 
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PARENTS’ MAGAZINE 


FURNITURE 


TRUE COMIC 


9 
MAGAZINE is the only magazine 


with all-parent readership in 
975,000 homes with more than 
two million children ! 
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THE PARENTS" INSTITUTE, WC. + 52 VARDERBILT AVE., NEWYORK 17, 1.¥.» BOSTON.» CHICAGO » ATLANTA + SAN FRANCISCO 

ke. YOUR NEW BABY Ye SCHOOL MANAGEMENT 

The Parents’ Junior Quality Groups CALLING ALk GIRLS #e CALLING ALL BOYS %& CALLING ALL KIDS 
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BABY CARE MANUAL 
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HIGH STAKES IN HIGH-FREQUENCY 


There was murmuring in the board 
room when Larry Marshall placed all 
of Raytheon’s chips on the seductive 
unknowns of high-frequency. 

For Raytheon held only a finger-nail grip 
on solvency during most of its 19 pre- 
war years. Marshall prevailed and today 


*See “The Rise of Raytheon,” p. 136, FORTUNE, October, 1946. 


Raytheon, a firm that moved from a 
Cambridge garage to the top-secret 
plants of radar, is girded to joust with 
the electronics giants. The romance of 
Marshall’s gamble, and Raytheon’s hec- 
tic ride, is revealed for the first time in 
the October issue of FORTUNE.* 


nee wie 


eee a eT 


To bet on ideas is a characteristic of 
adventurous men. FORTUNE, alone 
among magazines, reports the abundant 
exploits, the issues, the conflicts and 
triumphs of those who lead us on the 
Great Adventure toward a truly indus- 
trialized civilization. 


No. 8 in the “Man of Adventure” series 
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DOUBLE-BARRELED—This is the color spread which Revlon Products Corp. and 

Columbia Recording Corp. will break jointly in Seventeen next month in a 

heavily budgeted promotional tie-in for Revion's new Ultra Violet cosmetics 

and Columbia's new Dinah Shore recording ‘ "Who'll Buy My Violets." (Story 
on Page |. 
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STIRRUP CUP—Here the members of the research committee of Export Adver- 
tising Association bid von voyage to Harold L. Mooney, who will direct the 
field work for the association's consumer study of Buenos Aires. From left to 
right: William H. Honneus, advertising manager, Time International; Robert H. 
Otto, vice-president, Export Advertising Agency; Everett R. Smith, research 
director, Macfadden Publications; Joshua B. Powers, president of Joshua_B. 
Powers, Inc., and president of EAA; Mr. Mooney; and G. Allen Reeder, adver- 
tising director, Carstairs Bros. Distilling Company, and chairman of EAA's re- 
search committee. Mr. Mooney left for Argentina Sept. 5. 


CHARM TRED 
Shag Cotton Rugs Fae 


The modern beastly treatment for your han ig 
% new vohors, i the oct, deep pile of Charm Tred Shag Bows. Cotor strted by ORR interes 
devornine, Bart 1. Perreault, ts 8 lovely shades: Frenth Cie, Americonn Beauty Red, Mute Kose 

Georgi Peach, Coot Cres, Paz Spring Sand, vary, Nontic Hive aed Gokign Yellow 


ate surprisingly how in cust ftom £2.85 cp $1994, Seaciatt 
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Charm Tred. Look tor the labsl—at 
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NEW COLORS—Building popularity of cotton rugs which rose to new sales 
heights during the war, Charm Tred Mills, Inc., Chicago, is launching a series 
of four-color ads in national magazines. (Story on Page 28.) 


Second best known woman 
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TIE-IN—Here Suzanne perfumes and stew 3 mit iy some Kee; setae Gemral Mile wordieh she. 
Knox hats are tied in to develop the tev Kr examen hal Hom. ae remernaie race of pan, so 
idea of a woman's popularity, provided ¢ 0m te, ale. "eure RM onhaddcdh seal erp areaver 
she uses Secret de Suzanne. This copy ssi ae ee. 
appeared in the New York Times. In 

copy for The New Yorker, Knox was TELLS INSTITUTIONAL STORY—This full page color ad, one in General Mills’ 


held to a credit line. Spadea, Inc., has institutional series, tells about the 25-year service of "Betty Crocker” and her 
Secret de Suzanne. Geyer, Cornell & home service staff, and facts about the company she works for. (Story on 
Newell has Knox. Page 54.) 


PICK WINNERS—Shown here are members of the awards jury, Association of Canadian Advertisers, who recently selected 

recipients of the ACA's 1946 advertising honors, to be made at the annual dinner in Toronto in November. Left to right are 

George W. James, Bowmanville Statesman; Morgan Eastman, McConnell, Eastman and Co., Toronto; W. Wallace, To- 

ronto Daily Star; S. Philpott, Photo Engravers and Electrotypers Ltd., Toronto; E. R. Milling, Consolidated Press Ltd., To- 

ronto; Lloyd Moore, Station CFRB, Toronto; Harold E. Stephenson, Canada Starch Company, Montreal; F. Auger, Procter 

& Gamble Company of Canada, Toronto; A. McQuarrie, jury secretary; W. O. H. James, Dominion Bank, Toronto; C. J. 
Follett, assistant secretary and A. E. Hall, E. L. Ruddy Company, Toronto. 
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AD DREAMS COME TRUE—The remarkable gadgets which have been featured in Glenmore's Kentucky Tavern advertis- 

ing for several years have all been brain children of the artist who turns out the finished work for D'Arcy, Glenmore's agency. 

Every time one of the ads appears the distiller is flooded with requests for sources on the attractive gadgets. Now Glen- 

more has given Meyer Rosenberg, Chicago, rights to manufacture the barbecue ash tray shown above, which will pop 

up in stores at the same time the ad featuring it appears in 14 magazines this month. If the tie-in is successful, a whole 
series of Kentucky Tavern novelties will be put on the market. 


7 
ba 
7 
: 

. 
: 
5 
a 


Ah ea 3 iad 4 Pete, ma ee: cage ry Bi 1 egret tea tes Boe ae 5 dai alia See een abet OPES Oh CUE Reed i ee Soni al Se oR } Beste toe 

Non T Bel Pia aah PR iek de Er geet te sb aan : : Re, = aa ai ere Nd ; : ch Siem eae, a BE em nes Nag pa Nig eh RT RE yee Se 

“ae a: Re ee eee Nin oe ee " Bayt SP Re ETA Pome ee ins 5: : oS ay ey ves re ee 3 oR Gas ae Bet RPM eae Po eee es Ory eae oer St eee ‘5 x #1, Sa 
Bier % i Pha Ret ae, Fs on OBS ie elisa tie ie ae a re eee P, Ke Se Re eee : : Pee tee Tea es ak ee Seria Sei ater aig I eae hed ey ei Leo tS)! Peg os a el 

a3, x pes 2 pi ar ‘as Sets — & ‘ 3 4 an i ss pha aor 3 ls Aree re) = att eau + ee eee. . a via Laie Bie S Me Saree de aes 5 uit ag, 3 + : in A aes he : Boe s i x8 eae j ho a : ie _ re ie ; 
Sie a = és ~ . A 2 aes. vb cas ae PL, . <5 =e Pea hey . apo a ae ears ve ie i 7 x cae 2 ae ¢ eal . 4 whe 
Saag Bee Mee : - Vette ia 
ao aes ae, “Ag gaat 

2 : an 
. a? 
* 
Foor en a Sat IES oh ge Ree la ee iia, So te ets 
Veiner eee OR 
Ba aa 
% oe i ite ce OR aS o SESE Fy SoS en RE CNET a ia) ee 
; eae a Eee en ee oo n 
eee Se pay jo him dicta et ee 
F ee cs: “oh sea : any 
ee eee a eR eo 
ad te ae ne ee ae a ‘ «Rese ot ae Seog eae 
sO eM at ee . Soe ON Sa 
Biro, ys 3 oa | ee 
<n ae eae oes ete 3S ‘ a: Sa Be bok Ne ek 
a + a ee 
LON Tk EET SF Samia, 
eatin} Seen aren PSC oes . te —— Sapa Fiche eg wer: 
—" i ecm e ee . ee #3. 
; Pie Nis i f Oe ae Sige} : 
7 % ‘ : J Pee ae ee = an $ Re Ge CR ee ee : 
; kee . Stee oo te st a ee Sie eas oS ee a 7 
ene { f AEE etn ac 4 ae Me ee aes : 
pacha Nei: ges : : é eats ‘ ‘ OR Eee = : q ae F . =e pe iota 
: — P| sat Sant er & . = oc oS - 
By, ii 7 ei ; > Pe ee 
Bt iF : oe 3 Vee om : : a = aa Ae eng 
ai e Fs . 7 P HS Pe. es ae a : . © as re i 
ee ee ‘ : <: igh eee er oa . ar - She ery ee SRO ety 
——_— "© eo wf Seite (cas ei RIT is 
; es * * CS aa eee 
80 new we < 3 che a a oe ek RG ae 
% by 5 ate J ¥ 3 Bre uae Rosey oS Geet SON Kotha de sO Mccnater : 2 ese ie Tey Ci walt ene i. 
: gS nt eet, 8 s Beer ee ee NT a ll Sus SSS eae Sa, Be Jee Nites 
, 543 i €<: Hs Oe are i . a Se ce eg hehe, pre ase eg cn! eee 
bs , 4 3 AO ee 3 ee en i ‘ ‘ 0 arate are a , aaa ea ee Me eee ie aa J 
i : Rev es SS aS COR I eae ad Si i SPS EY Noa ana aa rt nF 
E ‘ ee SS 3 Los ‘ Bee ee Rede es yk, ee, ee es a cmt aut nae ee eke ae Rees gs pistes Bare S 
P ; <<. = ee ee 5 ee CNet 
“ , Se fs. : ee ee oe 
te" # cha aaa ‘ ; . REET SSIS GES ee CO ee D PE SCRE SA! Gi oS Ne NEON SOLES OO at ae en a oer 
& 5: ’ ioe ea Bee RES ane ie tee aN Oe Ree Sea ER RY OI Te eae a ARS ER, eae ee Geet te 
gf ii AMO 6 EL SAR Ae BOP BOO" IO 8 E opie 3 s a ce ee eee ae ee ee ee pooh aS: gh 2.3 gia ears ern PS MEE BN SS Oe a, EE = 
e, De in Ame: 090, 206099, 606 HV ea ‘ P ¥ ae uA g : * « é 3 : Bite oles... 
sp ae Wer 0% 1 9st 0 Wino greta ee = a : 2 <Z oa ae 
$ se ‘ om WK Hagenne 6 eee, s ee eee Be 3 3 oe ~ ae 
2 0m 00> Sse tay, von nen LET % CEES i a oa eS a - ‘ eee 
Ge en ew: 40. 90 SRE Sea Pies pe % 3 € Se. e ie i, . + Bas: ae sm if 
cs 1 30k Senne Wisene: ae Seah Si Ee os 3 i ee é 7-3 £ aes 1s 
& 2s Ce ae th Lj »s ai 
ae Unearthiy : Le Li a el , 
. Meg, : ae S ee ESS aS j bee <29% » “wel cee ber ; ge Pitas, ee ater eeeT stab ola 
G4 lag, By b 4 4 st 9 Fae» , Ae ee ore Xs sae “altos: aa 
” Pages it a ba is, ae ie ae meaneeabecn tae revi + ws ' ' GaN . tie : 
: j MRL Deeutitas: ekg Gee i beter é ry ed ead ere, efisasters. ot ros Cas) mee , & \ 
, ry Pie Me : oe _ Sees trans = Sa a tiie t Sia m8 a gra ‘ See Oe & ers i 
> ; jo ee ' = poten ; Re. bested , fm th ver. Rae EL, oe ere . ZL, —— ARERY 4 
phe De coc ne pena esc RE ‘ e = oo . 3 : stig ‘ se fide &: SS A ae, FLOUR 
ne - eae ae = ea Oe abe oxceahe power Lanes | dee ee nn | 
eee se salar : KN@X mon, AudF her rei) Groceat MBs workacs reavedt * fos “aie a Ss ee of 
7 ce (see Rea sae eer , i $ ’ ; Songs. Pes : a) = ee eee as 
: . a cmieenie ad 4: ~~" sessmramiiae : . _— - oe che Seadd x fw y Cen, —_ 
pohoas ke eas ; \ . ees { } é eee } Horcencds af B4.25593 
Bivens ec Ry Oa ie > iS eae fotewt, Bea tavkes has taeces os yf = : Fe, f : 
2 ae Se ba ‘ s pesmesality iis Aanese Ak shis tiie nese year we hope ge) See © height Vip, f 
ieee : ie 
q . . % ' anne ~ a 5 ; 
on Cp: SRR ee hen "ae 6 _ 
Awe eu Crate any fee ONS” Ai gee "4 ve s i %, Be hae 
opie = ers a “a % Sigg hs ES . > Cie ae oe wee Ay d y Ps a pepe es ag 
=e (is + GOR Se Like we. ee eT her, he. Bie is 
Soe 3 Ae ieee Ae eee Ue OL ae a i titan ee ‘ 
Bose | oie ay - ee a e ae .s my 7 & ye ate » fl 
: . 42 goe”*  ¥ Poet. ee Gini e 5 if 
i is - x; a ele ate © Ew 2h # ‘on OO cai r 
* = = i any 4 aN RE ‘2 86M si ‘ \ eee 
a aa, . 1) ere ty is _ sae on 4 ie : " aii wid 
il % 4 GS ee y ee tia 4 b 4 > ae 
mae: as x eS me. . e 4 ‘ rhe ye - is: eles 
icc is ‘ -— me, * 9S (ak. gee f ; “A pa Sie cicte a 
fig Ps ‘ aie 6s § oe Je mo a am : ria : “ Jeet ae: 
eee ; ae S Pe ee a ee ee ‘ oi eg vs Dee $ Migr an een 
veg “. Hee, ho" RE a a <a ae ee ae ‘bag * oe ee S| ; “#8 oa nie ee 
Ra es < : re ee * eS os a Ri ers: Tm 3 Sis Py as i Lae Pol ares , + Bee ye es mesh Se eons 2: 8ai xe o pa 
eth: F % a ee ees. sci A eee oe fe ho oS i“ 4 Bs ‘eo < fl te — ‘ | od By Ss vee came <i " i i ¥ Re Pe ee : c. 
eee + 2. | ee ao : = awe Pee a . ° oe F : <i so a * pei ea eacee P 
minor it ee Me: Sige eo fale s 23 : 2 Me ke ee Se he ee : mat ‘ ahs By i ee : 2% Soa s pee : 
ee o J Nae Cr ee ' won) a ae ‘ : E na ee 
ey 16 RO ee ae ee | Ba ope. : a A aC 
7 #) ‘oy 77 in te a ae ee ee fC vom , co & 1 a ; es = <P * 
} ei ko on re ma = : ach —_ sis , 
at es _ es ie a OO eee ’ = te 2 xe ‘ : , oe c. } oe 0) 
Ae he eel a : Si Or ee ie a a ‘ aes a 4 - ae ie ee See Se ay 
ee i "he ees Fj oe soe - ee a ed ee VY BS: ita ies, Aa 4 9” “tes Be eels 
a ia . vp SRR it Seer og Sait ere , | aa % ES : Fy gees eR ee oo ime Bes ea ae pe * Boo mantis 
= ~ 7 Es FE mai an . ee — : i ue es a | a i £ BS id en ; : ae ot a a ee - i Me er ‘it oy eae % 5 pes: ee ee 
ve os = : —s satis * eee NS ; e s > Nid Pi 8 ee : A Z gk ees i i i. S ioe 6 e ie sy ‘ \ a3 ied if ark e Z " i Ba F: cau “ay 
“ine 8 On wore oe Ff Yo ge 0. ie A ee Oe ij Ge eames Siete 7 
“= Eyiais sel ae cies bee. : P| sa a Y eee ah 6 me ee Os 24s } sh foe ae ae i xg 
~. ieee pia: ey “Se Rae Sates. | i &. : : RS a Yo be: ce i, $ - Ceti, ila pe Re Si ee A ” at aie 
eis oe i rf . 0 BO Be Ee ioe Be tiak et Ra hs t 
“4 ae Ed Ea eet ge. ae ° m ean BS : BS a Fy + ean he ae bi Sy 
is ae Ee Scag Sf oo  seaaaeas Sewing # % 5: ae es tsetse . ‘iti oe ee sae Hee oa gE er a an Sen pe ees 
> ted rat sii cage aa 3 Wns 3 va pees & e BS PERS ec ee ere ie 
c 2 rie. ee x a RS ge. eek Ps, 2 Hiatt re , ae ae Sie > ae foe a" p> ay 
-- 3 tea ar eS Bs as 5 eer SE gs oe lg ae ; ° Bails. 

4: ee cS <> ss eae +. ve aes “Bm, aot ’ ee —_ ie 2) Re 
soles ie  « ign PR antl, ae aber: i yi ii Pee ios a a oe ie a 
Saag | # Seg ip. pss eee SS cia 1 a oe iy aes 
unl a te % e | 7 fo eee EY me ro ie a ee 
Megs = 5. hs. gies i a £ ‘ Ss car oie 
Oe hea : y 5 , ie > oa 

r . i 
ims ait 
tty mk. 7 oad 

a RG 2 
= € ; 
ee eee 
4 se Bet ge oy ? 
“s AP i Kin age ei 
: ie ee See oe : 4 
4 5 ic RR 6 Se ae : ; ? 
i SS aan bh es of (0 
. —— id yy crouches © 
= ee t ‘4 it 4 fe en e r 
watt ce | att e Vi ’ a : so ea eo ae ge uae, 
eee | ow ih chem Aa ae RE. : Satie 

Bk F. ny — elas" Gis ee eae (1) ya Po ss ys re ee s ee oe 

Ried ie sual op DER. GEE I RO Oe ee a. Q piri ic: eg Miro e fe ere ae 

: 3 Pr ap a gee by ie ae soe Barge pe att : f f Bom j Wf / iA A a Op f %, . 4 Bee a “ae ie ay 

eae 3 RY assis tho Eg Be ee . ‘ : j 3 Ay, ‘ e y ee i 
eae 22 tu op id Ss 49 ee a 0, is ny J J ; eri 6 Z VE MAGEE al of. “ WAM Gr yy i“ «aa MS 

Pc Me Rees eo ee oe oe a ATMS AAs t s, — 

ee % OF xk s Pe “ is | fe B 5 a d “ PAIL: (A a) oo) en 
ee fe eine a ae ‘ e rf UL, I id ¢ Whe em Ml of C 4 | a 
ee ES 4 oe a 4 as ? f ws ADP ee, | 

es le Pag ue pages os iB} . i? $ es fall foci, ‘ ——- % ‘ C tithe wi 

ees & Pag oe : $4 i e ‘Sal vip - AN -- 
eae 4 ey BS te i © hes ; sopmter Mesvenpoliton Ceres tad é : : a net a 
Bem al & Sy ee ne ee : s $ shen Perse Shy, x one uf any ge ee - +. e® ian ‘ ee 
4 * bs ecg +o tM Bice. é s hastiuas keels uae <—-_ . ; at ae 
2 > % See z oh af i : y hops, Pe lows the vapestieg % ie FS w% af j val I : 
é % 2 2, be § . eae Oe tantex of Cirwa Feed Catan Rage. gt > ee ee Pi sige Sak 7 

ee,” 4 ee pee 2 Si mee Pt? Ne ‘ ie a ‘ * i a 

singe ne i eo Me CS ee ier A eo. 4 Ccgpt yy a ; :4 .- rica, 

— ee AE 6. 5, SO gk 6 we ad $ » . : i etn 

os ee ee. ee al oF «> wih So Bi: 4 Tee: " «9 “* i rs 4 ae 
bs 3 e *, et ad g* ; f “ nes J J aS 
. i ee gt Lo uy OES Saar ae , “— 3D oe eS "ea 
: ; i . : a ee Ege ie SMM pe. HB, fs Bu! te a a a  & ‘ ae 
i ? Pe f ae GREE EO SEE ae m: Sg ee. eae ae ne Py a 7 ¥ is ft zw. Seas hgh 2: 
© # ON OE ee gla fed a 7 ° ° oe 4“ ‘ fi ne 
ee ie ‘aa : cae ig eee “4 EO o e 4 fs 4) eo ll 4 . hen, ee j + Se ge oe a 
ce ae eta We VE t Oo i ; a ‘es p<. Pe: ~ ae ~. OE Tega ; om 
os pe WK es 5. te “Rh bee, Be g Me. Ae i Mg ” ed ”, es i 4 
a ia “oa ae we “ Bs oe ery ee ee F ae Se Oe * il , oe Or bea F ee, e P oa: 
ite £ ibe  % A ioe ‘ 3 sont. he a oe ee ~ fg } rag v ‘ oo bp : Le aa 
. cy vet OK Sees lh Fa, | ai Se ee an ieee a ‘s ‘ pr hall md ; 2 ———— ee 
me. Se” this Ae,,,? S cient ia eg, aa tee i as Sena ee | = ; wv # 4 Den ae 
oe. # oe aah ‘A oe & sg, mn ipa ae EE sas hie Baas Hs - Salih : | eee 
i, Gas Pe ee * ——————— > ; eae 
‘A 34 ee EOE SOs eh Femi 8 Pe be — ety ~ eee pie 
f ny, AN sail : ao Mee ET ag A oa BPs a ye 1 ilk Maiisgtiiies” dnaihiiiie he es de Pie G So, a ante pee 
i eth / ; EA ar se Jie ee aa ee _ ern : 5 Sees a ioe 
| i: * es . he ae 5 *. ee s se Rs Eee, oe ial ak Ee 4 ne ie om ‘ bree! mgm? ~ eee ae le ' 0s eon Acme he Ag es " 
i oe bi i aie ME eo Se Ne ee me aes rie ie ; jis . op ee oO es ey H ot ei 5 eh Mim of 
hs aod earn Phen a ae ee z 2 cm Ss cts ee 
ae A, an ea : F Le ae és te « ie aaa — si ee Kis ce * . ede sy) ? Sie cnet = i 7 
Boke Sins as . . Bi, eee i eg ee tte Be 4 age oa Dir pate! Tayo cea & had ’ 7d ae ; é a re 
| Og Wien” > or ‘ ee ck, ee aa ae ee. be fj a ge ea a és Le se oy 
a at " s a _ eae: Mee oe Soe Te f te ; i -¢ j De g : ue. ©) ae 
; ee ites es : ee oP ated ae a i at ai le ee eet oe Sint oe: i é Mm a a 
¢ ea * a ae ee " a eee ‘i 2 _ ee js E oe 
be oh oe tps, ee : <3 aa Oe Se i eae ie RY ae he lll 
Nog Ocal tae = a 25 OS Gam — CUCU ie ( e Bi = oe Lo. Be ' go a 
2 ee “ f a Z ; _——— 2 \ a / eo 4 = 
ae &s : Ee i ap. » ie a se i Fr Os ; 4 
i ? ie eae : gt pe fg OE ity a & PP at —_ MG : 
i ; Ph ok j Ce oo sae oy a Z pe” eo ey ‘ 
| Re bi re ese 4 ‘ : £ ee a 7 4 
ae 3 i oe a ee A yas CF ae i 
é g cA icky c Le Lg a ; 4 s 
Ags teen : ee as | came BCs Me oe ee | a ee i 2 
Peauttifistty, % .) viel fate Sai 7 ee ee ae ig fg) ag ca ee is “gg ey Pi \ wl Ze, - 
ohtosng SS a ; cia ee Ce! gs a 4 A es ee te, ing b gases narrates b oem ee} *s 
git: vi on es wy , ey ee _ Be See aree me Ys 9 
we Oy x yee.» oe P tis F: “i #4 7 es t 
ler Ga Oe apie ‘g ees sion <n, cama wai by spre fs e : , ge 
Ue a ainsi gee ig tl : 
ieee “2 $ Ber el eS 
Fes gt Ee ia Part 
eA of Bi . ee? . ir 
: oe ¢ : is 7 } 
‘ ey a 
¥ 
: : i ri 
: : ars en ‘ : i 3 F : wee es f j Di ae ; Sains \ <= ; 
’ i : . 4 a \ 4 2 Veen oe. Ps ee + ri A aay, # . E . rs gti Swat f, Aaa’, Nave ee ne Les eds 1. ae OF eel, RS 
s Roe dab . ay ¢ oN } , he t va } 
- 4 ar . “ . : oa fe 43 : : ¢ a z 
is a Z j ey e., . | & £ o2 €, < OP ae ee dia p4 Le a 


70 


ABC Bares Policy 
on Controversial 
Issue Programs 


New YorK—The American 
Broadcasting Company last week 
gave publicity to a set of poli- 
cies governing the network’s sale 


of programs dealing with contro- |" ° 


versial issues. The policies, dated 
Aug. 23, have been “issued to all 
department heads,” the network 
stated in a brief preface to the 
texts. 

Only ABC and Mutual sell time 
for controversial issue programs. 
Mutual’s policy, according to Rob- 
ert D. Swezey, general manager, 
has been to determine the accept- 
ability of each such program “on 
its merits,” but Mutual may also 
formulate a definite policy in the 
near future. CBS and NBC grant 
free time for such programs of 
this class as they deem acceptable, 
but will not sell them time. 

ABC, according to its newly-an- 


‘nounced policies, reserves the 
right to determine what subjects 
|warrant sale of time for their 
presentation and whether persons 
'or groups seeking to buy time are 
\“qualified to discuss, and have a 
recognized interest in, the sub- 
ject.” 

“In order to give equal oppor- 
tunity for pro and con discussion 
. the sale of time, insofar as 
possible, will be between 10-11 
p.m., subject to availability.” 

Can’t Bid for Members 

Sale of goods and services and 
solicitation of memberships are 
forbidden on controversial issue 
programs; “discussion” of contro- 
versial issues may not be included 
by sponsors in their regularly 
scheduled programs advertising 
goods and services. 

Controversial issue programs 
“may not be identified as news 
broadcasts” and may not use the 
words “flash,” “bulletin,” “news” 
or other terms common to news- 
casts. 

Cross-reference announcements 


are not permitted between sustain- 
ing and commercial issue pro- 
grams or between regularly sched- 
uled programs advertising goods 
and services and controversial is- 
sue programs. 


Public Interests Foremost 

The sponsor must be “clearly 
identified” at the opening and 
closing of controversial issue 
programs, and ABC’s_ standard 
disclaimer must be read by a staff 
announcer immediately preceding 
the network sign-off cue. 

. ABC will sell time “whenever 
it appears in the public interest, 
to the recognized, responsible 
membership groups for programs 
on which solicitation of member- 
ships will be permitted,” but no 
such group will be accepted 
“whose principles attack, deride 
or misrepresent the varying: ele- 
ments of race, creed or color.” 
Sale of such time, the network 
emphasized, “will in no way alter 
its policy of devoting time on sus- 
taining basis for the presentation 
of controversial issue programs.” 
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First Ebony Ad 
Drive Emphasizes 
Paradox of Racism 


(Continued from Page 1) 
prospective 1,000,000 circulation, 
still mostly newsstand, by early 
1947, Ebony has launched its pro- 
vocative ad campaign in “white” 
newspapers to attract more Negro 
readers and catch the eye of the 
white business man who may be- 
come an advertiser. 


Cites Equality in Berlin 
Captioned ‘Paradox in Race Re- 
lations,” the blunt copy in the 
initial ad reads: “In Berlin, one- 
time citadel of race hatreds, Negro 
G.I.s are living in a new world of 

social equality. : 
“Hitler called them ‘semi-apes,’ 
but German frauleins find Negro 
G.I.s likeable and human. Doubt- 


— 4 
DOXIMLRACE RELATIONS! 
| 
a a 1M BERLIN... Onetime Citadel 
ce — ‘ mq of Race Hutreds... Negro GI's 


if dre living in a New World 
of Social Equality 


drive, this ad appearing in the Chicago 

Tribune and New York Times yesterday. 

E. H. Brown Advertising Agency han- 
dles the account. 


Night and day— the year ‘round— WGBI 


delivers the top audiences in the prosperous Scranton-Wilkes- 


Barre area. No wonder, then, that many of the nation’s lead- 


ing advertisers find this popular station the key to America’s rich 19th market. 


Ask a John Blair man why it’s best to BUY WGBI. 


*Reprinted from 


The BILLBOARD MAGAZINE 


April 20, 1946 


CBS AFFILIATE * 910 KC 


FRANK MEGARGEE, President 


e@pLAIR 
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National Representatives 


& COMPANY 


less this affection is only skin- 
deep; race prejudice can’t be up- 
rooted overnight. But what 
ideas about equality will the 
Negro G.I. bring home? . . . Oc- 
tober Ebony pictures this fascinat- 
ing paradox in race relations. 
Photographs to make Dixie gasp 
... frank talk to make Americans 
think.” SS 
Illustrations show Negro G.Ls 
“fraternizing” with Germans in 
homes, nightclubs and _ Berlin 
parks. Some forthcoming ads will 
stress the same theme. All ads 
will run also in three Negro news- 
papers—Baltimore Afro-American, 
Chicago Defender and Pittsburgh 
Courier. E. H. Brown Advertising 
Agency here handles the account. 
The ads have not yet been of- 


.|fered to other papers. Mr. John- 


son admitted to AA that he 
doubted such copy would be ac- 
cepted by many southern papers. 


Publishes ‘Negro Digest’ 


The Courier, with 300,000 cir- 
culation, until this year has been 
the widest read Negro publication. 
Largest circulation Negro maga- 
zine, aside from Ebony, is Our 
World, with about 125,000 readers. 
Next to the latter comes Negro 
Digest with over 100,000 circula- 
tion. This four-year-old digest- 
type magazine is also published 
by Mr. Johnson. 

Ebony has not yet been accepted 
as a member of Audit Bureau of 
Circulations, but Mr. Johnson be- 
lieves acceptance will come by the 
first of next year. On his guaran- 
tee of rising circulation figures, 
Ebony has gained an increasing 
number of advertisers, among 
them International Cellucotton for 
Kotex; Tampax, Inc.; Liggett & 
Myers Tobacco Company; Book- 
of-the-Month Club, and _ several 
book publishers. 

Mr. Johnson told AA _ that 
Ebony’s distribution is handled by 
exclusive distributors in most 
areas; circulation is concentrated 
in the North, Midwest and West; 
efforts are being made to boost 
readership in the South, and re- 
turns of copies are practically non- 
existent, ; 

Negro Digest, on the other hand, 
has leveled off at about 105,000 
paid circulation. It carries no ad- 
vertising. Like Ebony, it sells for 
25 cents. With the November is- 
sue, it will change from a Reader’s 
Digest to Coronet format. 


“the Business Man's 


is his local stationery and office 
supplies store. 


For information on this 
field ask for new “Bulls- 


Department Store”. 


250 Sth Ave., New York 1 


— 


—zs 


Adve 


cies i 
to spe 
towar 


recei' 
agent 
adve! 
fice. 
F& 
from 
supe! 
agent 
maki 
and | 


: Sia t 23 3 = oe ; ee | ee Be ah : aii s oe Pea bis Us " < aA oP : Be aS : ; ae MRE 
| | = ee . 
7. ? l ) W 
: - i a 
I ee | <=... | 
—_— is Se Tene eh casings oie ancien . 
: s —— Srammercmamande — event aTalntales N 
a ae } : cons feBomy : é 
7 2. Wa 
| SS eee Parse" Ma eae minis 
4 | i. 7? a S| to rec 
J e — — ; ing m 
i. FeBONY S Saag 250 decen 
fe 28) , Feo an agi 
7 vs, ) adopt 
nooo ane © a ~— ! cently 
i ccinsanienti : 3 : SR (nw wee 8 Nese he dpe | for a 
FIRST IN SERIES—Ebony, fastest grow- =. 
ing U. S. magazine, with a 500,000 cir- sumal 
; culation mow, has launched its first agenc 
offices 
Fulle: 
fs | vertis 
na | <asassensssssgunseesssnefunianebissinenasanennemnasiaanassiliiiiis tain | 
i | eertif: 
am work 
ae Wh 
— 7 EE a en a i NA PPR T E82 SRDS ERR TLS RE TE to se) 
- Own | 
= . that | 
ee = appro 
ces fo. Ross, 
| night an CY eco 2 
5 Seo = ar om 
- » WGBI Ft = 
Ss ae a ee iia & a a f a sa 
a ; we a! 4] by Fi 
a "ag? GIVES THE BEST|fpe! * 
% ies a a . ae ; i 3% ee Ge, will t 
ae _ = ' ane = Mr. 
™ _o (7) COVERAGE OF AMERICA’S ee) = 
. ae cg . ee overc 
- NY. RICH 19TH MARKET! = 
bot ’ - a : - oe i » sisi : oes a Baal sa Te af : : Sige spot F 
Ba * — aa es ee. ee pee. —— ee ee - e.. —- In 
ee i be rai ‘sae 4: Jee » —— large 
is. 4 ye ns woBlx« cs | ‘ must 
ayes - = ‘1 L RANTON. ’ | from 
me 4 [ in. ; 3 TIONA sc | requi 
ee a \ | NRATING HOOPER 4 | anott 
eis —_— a. , roe "1.7 31.1 4s | aon 
ke a . oo é ™ { 3 / iia Be a &’ ‘es ° * and | 
: if a Rif fF fF THEATER 121.6 4 | the ] 
ye “ LUX 4 3 | tract 
- BS ie en eae . . . Ss 1 ° 4 7 4 
| Se ap renkiN 6.5 21. | 
A » -s g % ; ze q 7 og ce : & = ATE smith 16 .O a | 
sa — ~~ FF ne 4 3 * | 
5) =: Ee ay he Ce a TRENT ; a 
he Pe  _—_ —— oo i 
Ene | po ae ae er, a | and 
ee i = J | 
eine ek my er ee = M % ? : full ( 
pit stl “nety 
i ‘2 | for a 
oe ee plan: 
eo. Mi 
as . — visio 
aaa | givin 
" ee a com 
: ’ medi 
' anno 
% : sums 
gione 
| : _| }  sligh 
=r |} news 
) S]| a *: 
= Mr 
=] Eye” folder. each 
Le eZ ; it wi 
ee ee A YE | age 
a =V= .. = 
—" = leave 
| ee Po | prom 
Te a (etna amt : tate. 


—————e 


cs 


adc? 


TR SF aes Ba 


1- 


—- 


Advertising Age, September 16, 1946 


War Assets Plans 
Regional Agency 
Net to Handle Ads 


WASHINGTON—War Assets Ad- 
ministration regional directors are 
to recommend additional advertis- 
ing agencies to handle a highly 
decentralized sales program, under 
an agency network expansion plan 
adopted by Northrop Clarey, re- 
cently appointed deputy director 
for advertising and public rela- 
tions. 

The network, which will pre- 
sumably include at least one 
agency for each of the 33 regional 
offices, will be responsible to 
Fuller & Smith & Ross, WAA’s ad- 
vertising agency, which is to re- 
tain 3% out of the 15% fee for 
certifying and supervising the 
work of the local agencies. 

While the regional directors are 
to select a local agency of their 
own choice, Mr. Clarey explained 
that the selection must then be 
approved by Fuller & Smith & 
Ross, and by the WAA Washing- 
ton office. 


At Least 33 Agencies 


Employment of additional agen- 
cies is part of a vigorous program 
to speed surplus property disposal 
toward a July 1, 1947 “target 
date.” Extension of the “agency 
network” idea builds on a chain 
of seven agencies already retained 
by Fuller & Smith & Ross to help 
WAA sales executives in 10 major 
disposal cities. (AA, Aug. 20.) 

While it is assumed that there 
will be a minimum of 33 agencies, 
Mr. Clarey made it clear that 
there may be many more as the 
advertising setup is adjusted to 
overcome an objection raised by 
WAA chief Robert Littlejohn a 
few weeks ago: lack of on-the- 
spot agency advisers at the widely 
scattered sales sites. 

In some regions, he points out, 
large accumulations of materials 
must be sold at points distant 
from the regional headquarters, 
requiring on-the-spot aid from 
another local agency. 

Under the financial arrangement 
worked out for the network, and 
approved by WAA’s top advisers, 
and by the Department of Justice, 
the local agencies are under con- 
tract to Fuller & Smith & Ross, 
receiving a 12% fee from that 
agency for preparing and placing 
advertising of the local WAA of- 
fice. 

F&S&R collects the full 15% 
from WAA, retaining 3% for 
supervising the work of the local 
agency, certifying insertions, and 
making payments to publishers 
and others. On national advertis- 
ing, which is to continue on a 
large scale, F&S&R will prepare 
and place copy and retain the 
full commission. 

Representatives of the existing 
“network” agencies are to meet 
with Mr, Clarey here Sept. 18-20 
for a review of future advertising 
plans. Regional advertising direc- 
tors will also attend. 


To Get Greater Leeway 

Mr. Clarey indicated that a re- 
vision of the advertising budget 
giving regional directors almost 
complete autonomy in working out 
media advertising plans will be 
announced shortly. Under the ex- 
isting $16,000,000 budget, fixed 
sums have been allocated for re- 
gional advertising, including 
slightly more than $3,793,800 for 
newspapers, and $4,282,000 for di- 
rect mail (AA, Sept. 2). 

Mr. Clarey said he feels that 
each regional office will find that 
it will want to vary the percent- 
age of expenditures mediawise, 
and that a new budget should 
leave them free to concentrate 
promotion as local conditions dic- 
tate. 


Last Minute News Flashes 


Sunsweet Weighs Possible Ad Cancelation 


San Jose, Cat.—The California Prune & Apricot Growers Asso- 


ciation, which markets Sunsweet 


products, has started a $250,000 


advertising drive in national magazines, outdoor and business publi- 
cations, but E. N. Thayer, advertising manager, told AA that because 
“the fruit and marketing situation is so unsettled, it is barely possible 


we will cancel a goodly portion of this schedule.” 


Service is the agency. 


Long Advertising 


Gas Appliance Makers Name Donahue & Coe 

NEw YorK=-Gas Appliance Manufacturers Association, now setting 
up plans for extensive trade advertising in 50 business papers and a 
national magazine and newspaper campaign early in 1947 to promote 
the CP seal, has switched its account from Hill Advertising to Donahue 
& Coe. James R. Joyce, formerly with Hill, is account executive. 


National Tea Installs Ad Panels in Stores , 


Cuicaco—National Tea Company, midwestern grocery chain, has 
installed in its Belmont Ave. store here a four-panel electric sign for 


counter or window display. Two 


manufacturers at $12.50 per month per panel. 
install the signs in 750 stores throughout the Midwest. 
Products, Chicago, is the maker. 


handles the National account. 


of the panels will be available to 
National later will 
Brumard 
Sokol Advertising, New York, 


McElroy Joins Townsend as Sales V.P. 

Cuicaco—Paul E. McElroy, recently a colonel in the Army air 
forces, has been appointed vice-president in charge of sales of Town- 
send Methods, Chicago. Before the war he was advertising director 


of Ethyl Corporation, New York, 


and manager of the Detroit office 


of Batten, Barton, Durstine & Osborn. 


Oppenheimer Joins Armando & Stansbury 

New York — Edwin C. Oppenheimer has joined the new agency, 
Armando & Stansbury Ltd., as production manager. Mr. Oppenheimer, 
a specialist in agency production department cost accounting, was 
formerly production manager of Rose-Martin, Inc., and Loewenthal 
Engraving Company where he had charge of all printed material and 


artwork. - 


Rules Import Duty in Effect on Odd-Size Newsprint 
WaSHINGTON—Wartime exemption from an import duty of approxi- 
mately $7 per ton on 15-inch rolls of newsprint must end, the Cus- 
toms Bureau has decided. Rejecting pleas of publishers who have 
bolstered supplies with up to 30,000 tons of non-standard paper, Com- 
missioner W. R. Johnson said authority for the suspension ended 
when CPA removed newsprint from its critical list July 1 (“In Wash- 


ington,’ AA, Sept. 9). 


Shakespeare Co. Appoints R&R 


KaLAMAzoo, Micu.—Shakespeare Company, manufacturer of fishing 


tackle, has appointed Ruthrauff & 
motion. 


Ryan, Chicago, to handle its pro- 


Loew’s to Produce 
‘M-G-M Records’ 


The phonograph record field will 
shortly have another newcomer. 
Loew’s, Inc., New York, will be- 
gin production of recordings soon 
under the label, ‘““M-G-M Records,” 
at a plant in Bloomfield, N. J., 
purchased for approximately $1,- 
000,000 from the War Assets Ad- 
ministration. 

M-G-M film stars will be fea- 
tured in some of the recordings, 
although the firm plans to use other 
“prominent artists’ of stage, 
sereen and radio. The recording 
plant is expected to be capable of 
turning out 40,000,000 platters an- 
nually. 


AFA to Convene 
May 25-28 in Boston 


The Advertising Federation of 
America will hold its 43rd annual 
convention next May 25 to 28, in- 
ciusive, at Boston’s Hotel Statler, 
President Elon G. Borton an- 
nounced following a board of di- 
rectors’ meeting in New York. 

The board unanimously accepted 
the invitation of the Advertising 
Club of Boston, which will be host 
at the meeting. 


Vreeland Rejoins Grove 


Grove Laboratories, Inc., St. 
Louis, has appointed Russell E. 
Vreeland vice-president in charge 
of sales and advertising and a di- 
rector. Mr. Vreeland resigned 
from the company in 1945, after 13 
years as general sales manager, to 
establish his own drug and cos- 
metic sales agency in Toronto, He 
returned to Grove at the request 
of James H. Grove, president and 
chairman of the board. 


Hastings Signs for Show 


Hastings Mfg. Company, Hast- 
ings, Mich., will sponsor a new 
radio show, “Michael Shane,” over 
the full net of Mutual Broadcast- 
ing System, Tuesdays, 8-8:30 p.m., 
EST, beginning Oct. 15. The ac- 
count is handled by Keeling & Co., 
Indianapolis. 


‘Tribune’ August 
Ads Total Nearly 
3,000,000 Lines 


Cuicaco—In an unprecedented 
gain in advertising, the Chicago 
Tribune last month ran nearly 3,- 
000,000 lines of ads, bringing its 
total for the year to about 20,- 
000,000 lines. 

The paper’s August linage was 
79.4% ahead of August a year 
ago. This is probably the largest 
monthly gain ever run up by a 
newspaper, except in cases in- 
volving strike shutdowns. 

Last year the Tribune’s 12- 
month total was 22,437,000 lines. 
It ranked close behind the first- 
place Milwaukee Journal among 
all papers. It has led the “First 
50” papers in Media Records re- 
ports since early this year. It held 
a 1,500,000-line lead on the sec- 
ond-place New York Times for 
the first seven months of ’°46 (AA, 
Sept. 9). 

The Tribune’s gain in August 
was well spread among most 
classifications. Greatest gain was 
shown by the legal and classified 
departments. Classified linage 
totaled 1,191,767, or 133% ahead 
of August, 1945. Legal ads, total- 
ing 7,502 lines, were 1,300% ahead 
of last year. 

There were 1,301,495 lines of 
retail display ads, 59% over Au- 
gust, 1945; 366,622 lines of general 
display, up 39.3%; 24,411 lines of 
automotive ads, up 73.8%, and 
28,078 lines of financial ads, up 
38.7%, for a total display of 1,- 
720,606 lines, up 54.2%. 


Boosts Guarantee 


Effective with the January, 1947, 
issue, The Rotarian will inaugu- 
rate new advertising rates based 
on a new circulation guarantee of 
200,000 net paid. Net paid of the 
publication’s June, 1946, issue is 
reported as 230,20 


NBC Discloses 
‘Quality Analysis’ 
of Net Programs 


Several Dropped, 


Others Altered After 
Schwerin Tests 


NEw York—The National Broad- 
casting Company has officially 
taken the wraps off an experi- 
mental project, quietly under way 
for several months, to improve the 
quality of its network offerings 
by subjecting them to a technique 
of “qualitative analysis” devel- 
oped by researcher Horace 
Schwerin. 

Various NBC programs and 
prospective programs are being 
tested on two evenings per week 
at NBC’s New York studios by 
Mr. Schwerin’s research organiza- 
tion under an agreement extending 
through the remainder of 1946 
Hugh M. Beville Jr., NBC re- 
search director, disclosed last 
week. 

The Schwerin system has such 
acceptance with the network that 
“several” programs have been 
taken off the air and a number 
of others, including “several well- 
known” shows, have undergone 
major operations as a result of 
the findings. Beyond this dis- 
closure, however, neither Mr. 
Schwerin nor NBC officials would 
comment on specific actions taken 
or conclusions reached on the basis 
of this research. 


Started 11 Years Ago 


Mr. Schwerin describes his pro- 
gram-testing system as the prod- 
uct of 11 years’ labor, begun as 
research director for a Manhattan 


advertising agency. Some of the 
_ techniques were evolved in coop- 
/eration with Dr. Frank Stanton, 
now president of CBS, and Dr. 
Paul F. Lazarsfeld, well-known 
| research expert, prior to the war. 

During the war Mr. Schwerin, 
serving as a captain in the Quar- 
termaster Corps, had a chance to 
experiment further on the “Meth- 
odology” of his system while pre- 
testing radio programs to be 
beamed to troops overseas. He 
left the Army last January and 
set up his own research organiza- 
tion. He entered into the NBC 
deal’ last July. 

The system, as being applied at 
NBC, works approximately in this 
manner: 

Radio listeners are _ invited 
through announcements over 
NBC’s WEAF to participate in the 
listening tests. As an incentive 
they are offered free tickets for 
tours of NBC studios. From among 
listeners responding, 300 are 
selected for each studio session. 


Seek True Cross-Section 

Participants are “screened” as 
to sex, age, education, occupation 
and other factors both before and 
after the tests, through question- 
naires, in order to provide the 
nearest possible semblance of a 
cross-section of listeners. 

The audience of 300 listens to 
a transcription of the program be- 
ing tested. At irregular intervals 
numbers are flashed on a screen 
as a signal for the listeners to 
check score-sheets, indicating their 
reactions to that segment of the 
program as “good,” “indifferent” 
or “poor.” 

From these score sheets a “pro- 
file” of audience reaction is later 
charted, showing the highs and 
lows of listener liking to the show. 

After listening to each program, 
the guinea-pig audience partici- 
pates in an open discussion period 
in which criticism or praise of 
various parts of the program is 
invited. The comments are then 
put into the form of questions 


71 
back to the audience by the test 


director, and votes are taken. 
Comments to which the audience 
votes heavy agreement or dis- 
agreement are put down for study 
by NBC’s program producers in 
interpreting reasons behind the 
ups and downs on the reaction 
graph. 


Expects Program Improvement 


NBC admits to high hopes for 
program improvement through this 
process, 

“Program ratings for too long 
have been used as the beginning 
and end of all research in broad- 
casting,” said Mr. Beville. “The 
possibilities of Schwerin’s method 
for furnishing genuine assistance 
to producers, writers and ‘other 
program .building personnel ap- 
pear to a research man to be tre- 
mendous.” 

Mr. Schwerin doesn’t hold his 
system to be any substitute for 
present program rating services, 
but does contend that it can ex- 
pose a particular program’s low 
spots or general faults.in average 
listenership. 

While the researcher’s present 
deal with NBC runs only through 
the remainder of the year, he has 
some fairly definite plans of his 
own. His system will be available 
commercially next year to adver- 
tisers with programs on NBC, and 
possibly to others, probably at a 
rate of $300 per quarter-hour test 
or $500 per half-hour program 
tested, on a 13-week contract 
basis. 

Reports on tests will be avail- 
able within 24 hours, Mr. Schwerin 
said, next year after his organiza- 
tion begins use of a _ patented 
“reactocaster” developed during 
the.war by the researcher’s father, 
Paul Schwerin, an electrical engi- 
neer, This device makes use of 
an electric lever on the arm of 
each listener’s chair which the 
listener presses in one direction 
to indicate a “good” reaction, the 
opposite direction for “poor,” and 
in between for “fair.” 

Impulses from these levers reg- 
ister on an automatic recorder, 
punching out a separate card in- 
dexing each listener’s reactions. 
These cards are run through an 
“assembly line” to provide the 
program profile. 


Schenley Starts | 
$4 Million Drive 
for ‘Reserve’ 


New York—‘“The largest single 
campaign” in the liquor industry’s 
history is being launched by 
Schenley Distillers Corporation 
for Schenley Reserve whisky, 
through the Biow Company. 

About $4 million will be spent 
for space and production costs 
alone—not counting window dis- 
plays, direct mail and other pro- 
motional material, AA was told. 

The campaign already is under 
way in 19 magazines. Also to be 
used are about 250 daily news- 
papers, 24-sheet posters in 250 
markets, painted bulletins in 79 
markets, and business papers. It 
will feature an animated rooster, 
“Sunny,” created by artist Mi- 
chael Sasanoff. 


Timken Switches 
Account to BBDO 


Timken Roller Bearing Com- 
pany, Canton, O., will switch its 
account Jan. 1 from Zimmer-Kel- 
ler, Detroit, to Batten, Barton, 
Durstine & Osborn’s Cleveland and 
New York offices. Elmore E. 
Haring will handle the account in 
Cleveland, working with Car) 
Williams in New York. 

In 1945 Timken is listed as 
spending $226,755 in general mag- 
azines, $49,770 in daily newspa- 
pers, and $52,177 in farm papers. 


Buckner-Craig Moves 

Buckner-Craig Advertising 
Agency, Lubbock, Tex., has moved 
its offices to 913 Texas Ave. 
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SATURDAY EVENING POST 


LIFE 


— 


its a little 
embarrassing 
blowing your 
own horn, but... 


We thought youd 
like to see 
these figures,too! 


oo ——«, . Cost Per Color 
oss — 4-Color Page | ge Per Thousand 
Baten strane 


\ ‘tepetatton Rates | Time Pa 
| $3.56 


3.22 


(ABC average circulation 6 months 
ended Dec. 31, 1945) 


3,731,075 | 12,000 


irevlation 
i C average circv 
poorer March 31, 1946) 


.08 
4,649,081 14,330 ’ 


e circulation 
rch 31, 1946) 


1.87 


(Interim ABC averag 


16,500 


geo? 804,881 | 
os 
pint taordh 


BRANCH OFFICES 


Note: All circulation 
figures include bulk. Rates 
are those in effect on March 31, 1946. 


We're pleased—and a little proud—that the entertainment, 
enlightenment and inspiration found each week in the pages 
of The American Weekly have made it favorite reading in 
1 out of every 4 American homes. 


We're proud, too, that for years leading advertisers through- 
out the country have called The American Weekly the most 
effective single medium for national advertising . . . and for 
winning the enthusiastic support of local merchants. 


: Hearst Bidg., Chicago - 5 Winthrop Square, Boston - Arcade Bidg., St. Louis - Har 


It is easy to see from these ABC figures, that 
The American Weekly carries the advertiser's message 
at a lower cost per thousand than any other leading 
weekly publication. 


The American Weekly offers advertisers a larger circu- 
lation than has ever before been attained by any 
general magazine. Here is a detailed picture of just 
how effective this coverage really is. 


The American Weekly provides effective coverage in more 
communities of every size than any cther publication ever 
delivered into American homes. ; 


The American Weekly goes into 20% or more of the homes 
in each of 3720 communities of 1000 population or more. 
These places include the 696 key cities where 70% of all 
retail business is done. : 


More than 14,500,000 families live in these communities 
—over 7,000,000 (nearly 50%) read The American Weekly. 
In addition, over 1,000,000 families in places under 1000 
population also read this great national magazine. 


This includes men and women in every walk of life, in 
every income group, in every educational or social class. 


MERICAN 
\\VEEKLY 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


THE 


Greatest 
Circulation 
in the World 


~eneral Motors Bidg., Detroit - 101 Marietta St., Atlanta - Edison Bidg., Los Angeles - Hears? Bidg., San Francisco 
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